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YES ACCENT HAS WHAT IT TAKES 
fom omy We \ tc] 3 
AND PROFITABLE BUSINESS 


IN THE BIG VOLUME-FASHION 
BUDGET PRICE FIELD... 


| TFelot 


@ High Fashion Patterns as well 


as volume selling classics 


@ Pius an unusually smart 
line of flats 


@ Shoe Making and finesse you 
and your customers will admire 


@ Fit that has been wear tested 
and Is un-excelled 


@ National Advertising that has 
been building consumer acceptance 
for 6 successive years 


@ Plus a cooperative advertising 
program on your local ads 


f @ A fast service program that assures 


volume, turnover and 
SHOES 


Le ee ee ee 


maximum profit 


SEE THIS GREAT LINE AT THE ST. LOUIS SHOW 
STATLER HOTEL ... ROOMS 114, 116, 122 and 124. 
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NEOPRENE SOLES 


add comfort and extra-long wear 


It’s a sturdy work shoe that’s kind to both feet and floors! 


Soft brown elk uppers and cushion insoles cradle the foot 
a rugged 


in comfort— while three-rib steel shanks form 


backbone. Resilient neoprene soles complete the design 


tough, tan neoprene soles that leave no marks on floorin; 
Lightweight and flexible, these tan neoprene soles have 
the trim good looks of a dress sole, yet are rugged enough 
for heaviest duty. Constant scuffing, flexing, and abrasion 
won't chip or crack these durable neoprene soles. And they 
hold their neat profile and retain their strength despite 


exposure to high temperatures, oil, grease — even chemicals 


and solvent 

Soles of Du Pont neoprene are a valuable addition to 
work and work-dress shoes. That’s why you'll find neo 
prene soles on so many of today’s fast-selling style 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 





. » THROUGH CHEMISTRY 





BETTER THINGS FOR BETTER LIVING 


to work shoes 


by RED WING 





Only neoprene offers this balanced 
combination of properties 
for work- and safety-shoe soles 


© Resistance to oils, greases 
® Resistance to flex cracking—even at 
freezing temperatures 
® Resistance to abrasion, chipping 
© Resistance to acids, and other chemicals 
Alij/, 
“C77 


© Resistance to heat 


SEND FOR NEW FREE BOOKLET "ey 
ne ty. 
| I 1. du Pont de Nemours & ¢ m 7 
Klastomers Division BS-4, Wilmington 98, Del —_— 
Please end me our booklet which contains information 


ibout neoprene sole de scription f neoprene’s unusual 


ind superior qualities 


propertu 
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G MEN 
DID IT 


a 
(DOUBLED edwin SALES IN JUST 5 YEARS) 


Wu. 


SALES~-1951 


| HERE’S PROOF (IF YOU NEED IT) THAT YOUNG 
| MEN ARE THE HOTTEST MARKET IN THE 


In Brown Shoe Compan 

one of toda 

i caidhs daihenterniéie in shoe retail 
ing lies in this fact 


Young men buy 2 pairs of shoes 
while their fathers buy only 1 


And the market grows bigger 


Brown Shoe Company 


St. Louis .. . Makers of: Air Step * Buster Brown + Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer + Pedwin * Propr-Bilt 
Risqué * Robin Hood + Roblee + Westport 





NATIONALLY ADVERTISED 


4 b GINA 
, Italian influence 
Black Kid Suede 


+ . 
: Black Glazed Kid 
Basque Red 
Flight Blue 


Vanilla 


Oak leather sole. 100% leather 
ned. Leather bow. Sizes: AAA 
10, AA 4-10, B 3%-10 


are so much better $325 


less 5%—30 days 


for the money, they + 


CAN DOUBLE YOUR PROFIT PER PAIR 


write nou for 
19 colors excludiue He 
in stock GOK foun: 


AAA-AA-B 
, IN STOCK 
immediate delivery 
Y é ih “ one pair or a thousand 


e or 


PEGGY 
skimmer pump 
ALL KID LEATHERS — LEATHER LINED 


White Black Kid Suede 
Black Brown Glaze Kid ous numo 
Red Silver Brocade Sweater pump 
Navy Blue (can be dyed) Black Kid Suede 
Brown Kid Suede Apricot Glazed Kid Black Glazed Kid 
Pastel Pink Lime Frappe Glazed Kid White Glazed Kid 
Pastel Blue Pineapple Glazed Kid 
Black Patent Turquoise Glazed Kid Pink Glazed Kid 
Tangerine Glazed Kid Vanilla Glazed Kid 
Made on a new pump last Oriental Cloth Oak leather sole Elasticized top-line 
Pancake heel. Leather Vanilla Glazed Kid Multi-colored lining. Dainty bow at heel 
sole with waffle desigr Avocado Glazed Kid ¢ vt AAA c Tf AA 4.10 } 3% 10 : 
Sizes: Women’s AAA 5-10 $325 ae : $ 25 
AA 4.10, B 3%-10 3 
Misses’ B,C 12% .3 less 5%—30 days 


31 days net less 5%—30 days 


31 days net 


ED WHITE JUNIOR SHOE CO. vert 10 PARAGOULD + ARKANSAS 
Manufacturers 
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“Wralke haste to Glowersville. 
Bring LEV OR’S 
new CALE" leather 
im all their fine colors 


for the Queen’s shoes!” 
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LEVOR CALF & KIP IN THE COLORS YOU WANT, ALSO WHITE & BLACK 


G LEVOR & CO. IN¢ 
TANNERS FOR 86O YEARS 
GLOVERSVILLE. N. Y 
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Founded 1882—74 Years Continuous Service to the Shoe Industry 





EVERIT B. TERHUNE, JR., Publisher 


RAYMOND L. FITZGERALD, Editor 
EDITORIAL STAFF 
£ John J. Reilly, Managing Editor 
Jwen A Thomas, Associate Editor 
Estelle G. Andersor Associate Editor 
James Edmonds Associate Editor 
Eleanor Maud Rutty, Fashion Editor 
William H Hallahar Make-up Edito 


Warren | Cachior Research Editor 
Daniel Shifren, News Editor 


Everit B. Terhune, Sr., Editor Emeritus 


Editorial Outlook a 


Headlines and Footnotes iibiliieiatiins Mecsihnesiiniitel Giebiais 64, Catia 
Ray M. Stroupe, Neil R. Regeimbal: Regiona 


iam A. Rossi, Field Editor 


Washington Newsree! 


Correspondents: Boston and New England 


Talk of the Trade Owen A. Thomas; Chicago Area Bernice 


Stevens Decker; St. Louis and Southwest, Ger 


Paris Styles Highlight Shoes aldine Epp, Virginia S. Marshall: Milwaukee 


Quick Fashion Check for Fall Styling ars camtinn Geer seek Waadioann 
Bridging the Gap . . . Summer into Fall Member, Chitten Gditerie! Seerd 
How Paris Fashions Originate CIRCULATION MANAGER 
What Manufacturers and Retailers Think About — ee 


Cooperative Advertising ADVERTISING STAFF 
Harry R. Hughes 

00 East 42nd St., New York 17, N. Y 

Style Line Increases Budget Department Telephone: Oxford 7-3400 


° ‘ Robert K. Hogarty 
In Fashion's Forefront 50 N. Wecker Or. Chiceee 6 


Review of the Retail Trade velephone: Dearborn 2-171 
Hugh M. Bowen 


Manufacturing and Markets 1221 Locust St., St. Louis 3, M 
Telephone: Central 1|-9698 
Shoe News 


Dates to Remember 


Color in a New Place 


Gordon Scott 
Gordon Scott, J 
10 High St., Boston 10, Mo 
News of Salesmen and Suppliers Telephone: Liberty 2-446( 
Clarence R. Heyde 
Chestnut & Séth Sts Philadelphia 
Telephone: SHerwood 8-2000 
L. H. Jacksor 
3156 Wilshire Bivd Los Angeles 


One of the Publications 
Telephone: Dunkirk 7-2119 


Owned, Published and Copyrighted, 1956, by 
R. J. Birch 
® CHILTON COMPANY (INC.) heat, hichinhihe 


Montgomery St., San Fra 
Executive Offices Telephone: Douglas 2-4393 
Chestnut and Séth Sts. Philadeiphio 39, Pa, U.S. A 


OFFICERS AND DIRECTORS E OF DRE 
CHANG ) AD SS: Send you ew ad 


JOSEPH S$. HILDRETH. Chairman of the Board dress at least 30 days before the date of the 
sue with which it is to take effect. Addres 
G. C. BUZBY, President 
Vice-Presidents: P.M. FAHRENDORF, HARRY V. DUFFY: Treasurer, WILLIAM BOOT AND SHOE RECORDER 

H. VALLAR: Secretary, JOHN BLAIR MOFFETT; GEORGE T. HOOK Chestnut & 56th Sts., Phila. 39, Pa. 
MAURICE E. COX, FRANK P. TIGHE, LEONARD V. ROWLANDS. ROBERT Se sid address with the new, enclosing if 
e | ost Office 

E. McKENNA, IRVING E. HAND, EVERIT 8. TERHUNE. JR. RUSSELL yossibie your address label. The Post O 
. t forward copies unless you provide 
W. CASE, JR JOHN C. HILDRETH. JR stage Dur ate copies cannot be sent 





Member Audit Bureau of Circulations. Yearly Subscription Price United States and Possessions, $3.00: Canada, $3.50; Pan-America 
$4.00: Spair $8 00 all other parts of the world, $15.00. Single copies 25 cents except October 15 issue which is $1.00 
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FOR YOU...A 3-PAIR 


WESBOROWARDROBE 


for as little as *26*° 

















Also Advertised in 
METROPOLITAN NEWSPAPERS 
; ; AND 
shat Wecsees Mines Chest . LEADING COLLEGE NEWSPAPERS 








It's a “shopper” ad that makes ‘em shop! 


This hard-hitting ad in the May issue of Esquire shows your customers 3 
; j 


typical Wesboro Wardrobes—9 Wesboro styles! Every reader is going to see 
at least one style that is his personal choice. And that’s going to mean sales 
for you! Find out how easily (and how profitably) you can tie your store into 
this proved Wesboro Wardrobe promotion! Ask your Peters Representative, 


or write Peters, Division of International Shoe Co., St. Louis 3, Mo 


THE VERY NEWEST IN YOUNG MEN’S SHOES 
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Poron is the new modern insole material, 

the result of long research and development. 

It provides all the quality of nature’s 
traditional materials plus many improvements. 


Poron insoles are more pliable, more 
absorbent, more durable. PORON makes a 
better insole and better shoes. Even after 
months of wear, PORON insoles remain 

as good as new. As important as any single 
advantage is the proven fact that shoes 
made with PORON hold their 

shape much better. 


Manufacturers: Save grading and sorting. 

Carry a lower stock inventory and enjoy 

fewer stock fitting cripples. PORON does not 

shrink in stock and no allowance need be 

made for shrinkage in insole patterns. Costly 

returns caused by insole failure are avoided, These shoes were worn for 9 months. Note the absence 
of curl in the lower one which was made with PORON, 

Capitalize on the advantages of PORON You can avoid curling like this in the shoes you supply 

for increasing your shoe sales if you use PORON 


and brand loyalty. oe 


f Compare these advantages 


Product identity at 
point of purchase \O\ \ 
can be supplied free Won't crack, dry out or stiffen 
of charge. Ask about 
the ‘Merchandising 
Package” for PORON / . Does not stain hose 
which includes helps 

for retail salesmen. No rot, curl or wrinkle 


More flexible shoes 


Shoes hold their shape 


Higher moisture absorbency 


(GAC Withstand wa 


BOSTON, MASSACHUSETTS 
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REVELATIONS are cushioned with Swifeot ” 


rhis is “Carousel” —a fascinating straw-braid-on- 
Nylon-mesh wedge sweater pump by DESCO SHOE HOW AIRFOOT CUSHIONS WITHOUT ADDING BULK: 
CORPORATION, NEW YORK, N. Y. 


Like so many other top names in footwear, the 
Revelation line is now cushioned with AIRFOOT 
toe and heel, with an especially luxurious arch pad. 


Only AIRFOOT can do this job so well. Only AIRFOOT 
can give you such certainty of lasting customer 
satisfaction. If you and your family wear AIRFOOT 
cushioned shoes, you know why. 


The superior compression and Airnroor doesn't crumple, crum 
“comeback” ratio of AiRFOOT ble, lump up or come apart — so 


allows thinner sections in insole can be applied instead of conven 





cushion applications tional fillers, in same space! 


OTHER AIRFOOT ADVANTAGES: 


LIGHTER-FOR-DENSITY than other rubber cush- UNVARYING SUPPORT — the scientific compression Note to Shoe Manufac- 
ionings—yet the thinnest layer of AirFoor takes heat, ratio of AirFOOT assures instant comeback that never turers: For samples and in 
humidity, flexing and sidewalk-pound in stride! slows down — full-cushioning for shoe life! formation on ease of appli 


CONTROLLED AERATION distributes interconnect- PROVED QUALITY — years in development, years in cation, contact: Goodyear, 
ing air cells evenly — Airftoot “breathes” all over use under all conditions, Airfoor will never let you, Airfoam Dept., Akron 16, 
with no weak spots to flatten out the retailer, down. \t will help you get new customers Ohio 


and make them old stand-bys! 


My Yo oof 
7 TG GOO ses 
cacy ptt 


Airfoot, Airtoan M.'s The Goodyear Tire & Ruther ¢ pe Ake 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! 
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Insists on the shoes 


What! Plead with a woman to buy a different brand? You 
might as well ask her to buy a different magazine! Month 
after month she goes out to get WOMAN’sS Day at her 
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she saw in woman’s day 


the A&P magazine 


the NATIONAL magazine Seu, With the CONCENTRATED impact 


“~ 


A&P—checks it for shopping ideas and featured brands. 
If you want to win over the A&P shoppers in your 
neighborhood, better feature the shoes in WOMAN’S Day! 


April |, 1956 





Style No. 8731 


LHss 
Ser gy yep” 


*TIME PER TRANSACTION 


Style No, 8500 


See “The Last Story’’... full color 
movie on Guide-Step principle. 
Write for details, 


Good shoe retailers know how to fit shoes. Good 
shoe retailers also know that their time is money. 


They’re money ahead when they can fit a customer 
faster, with complete satisfaction. 


You can do this with the Johnsonian Guide-Step 
line for two reasons: 


1. Guide-Steps are designed to fit the foot 
in action, because thousands of foot 
measurements in action are built into the 
lasts over which they are made. 


. Guide-Steps are designed to fit the same 
foot with the same size in every style. 


They’re styled for volume selling, too. And con- 
sidering they retail profitably for $9.95 and up, 
you'll find it well worth your time to write for 
complete information or a personal call from one 
of our representatives. 


J i saieages iaadaam 
| 
| 


loans oman 


GUIDE-STEPS 


Johnsonian Jr. Guide-Steps also available in some style 
ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 2, Mo 


—-— 


Nationally advertised in LIFE, 
SATURDAY EVENING POST, 
COLLIER'S, LOOK, 

ARGOSY and 

AMERICAN LEGION 
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OUTLOOK 


Now Sep Up Spring Promotion 


Tu old-time politic al dictum “as Maine goes so goes 
the nation” is still an influence that affects the thinking 
and action of politicians in an election year, By the 
same token “as Easter goes” has been an accepted 
barometer in shoe business for forecasting future sales 
least The 
strength of the tradition was exemplified in the speech 
that Economist William Sheskey, of the National Shoe 
Manufacturers Association, made to the membership a 


York. when he said: 


“The present caster season, at the 


trends, at through Spring and Summer, 


month ago in New 


retail level. will 
have a very great effect on what kind of a year the shoe 
industry has in 1956. A very good Easter season should 
lead to continuation of the prevailing optimism at the 
retailer level. A poor Easter season could very seriously 
affect the retailers’ point of view and lead to a curtail- 
ment of orders.” Notwithstanding this possibility, he 
saw the current high level of disposable consumer. in 
come as offering assurance of a continued strong volume 
of shoe sales at retail. 

Since those observations were made, the Easter shoe 
selling season has come and gone, The final results have 
not yet been tabulated and subjected to analysis and 
interpretation, As this is written shoe business appears 
to be looking up from the succession of rainy days, 
that affected 
Northeast 


Also from the unfavorable 


snowstorms and stormy week-ends sales 


degree in’ the during 


March. 


weather conditions that prevailed in a good many othe: 


to a considerable 


February and early 
sections, including Florida and California, in the first 
two months. Despite these conditions shoe volume in 


National Retailers As 
ahead of the first month of 1955 


January was reported hy Shoe 


sociation as slightly 


February business also showed increases in a number 
of important retail areas. 

Intensified retail competition, especially from subus 
ban stores many of which are located in new shopping 
been a considerable factor in 


trade last 


centers. has undoubtedly 


the increased volume of retail year and so 


far in 1956. To meet this competition and hold thei: 


share of the increased volume, downtown stores are 


fighting aggressively with increased advertising and 


romotion, To facilitate downtown shopping Philadel 
} 1 
phia’s center-city stores remained open on three Mon- 
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day evenings preceding aster, in addition to the usual 
Wednesday shopping nights. 
Al of 


which is interesting and vratifying, so far a 


but we doubt if Easter trade this year furnishes 
an ace urate and cle pendable barome ter for Spl ne ana 
Summer shoe business, much less for the remainder of 
1956. There is no particular reason for the assumption 


year like 


should 


shoe sales. especially im a 


falls 


call the turn for the rest of the season 


that pre aster 


this when the festival day relatively early 
On the contrat 
there are good and sound reasons for believing that thi 
influence of Easter on apparel sales and shoe busin 

a considerable decline in recent years 


holds 


standpoint 


has undet 4 
The 


from a 


one 
true of the festival’s significance 
The bifth 
Avenues famous Kaster parade has altered materiall 


The 


who 


same 
fashion character ol 


‘reat, the famous and 


filled the 


and 


in recent years rich and 
thoroughtare 
more more taken to 
April honky-tonk 


aspects have cheapened the occasion in recent yeas 


both for 


the fashionable formerly 


with crowds and color have 


cruise or country by early Certain 


and created an increasing problem police 


and church-going pede strians 
with all of this the number of 


people who 


hifth 


In line 


“dress up from lop to toe to paract the 


Avenues” of our American cities has shown a relati 


decline, Use. purpose, occasion and activity have more 


and more become motivating buying influences for foot 
wear and apparel, replacing custom and the calendar 


And 0 


lovical to 


when Easter falls early, it is becoming more and 


look for the 


before 


more buying bulve ifterward 


rather than 


“Retailers are confronted this year with an « keeplion 


al opportunity to promote and merchandise footweas 
National Retailers As 
current issue of its membe rship bulletin National Foot 
News. “An early elling 


an opportunity Sum 


Shoe sociation. oi the 


dec lared 


weal caster means an extended 


eason for continuing Spring and 


mer promotion longer and more effectively than in an 


averave year Phat is particularly true in the case of 
men’s shoes, where new styles and patterns have demon 
hould 


with 


strated consumet responsiveness Shoe retailers 


make plans now to follow up pre aster selling 


i 


aggressive Spring mere handising for the sake of tappin 


the genuine potential in consumer shoe demand 





the compelling 
new reason— 
for a longer, 
more profitable 
season—of 
warm-weather 


shoe selling! 


ety 


SHOES FEATURED IN 


CROSBY SQUARE - EVANS - JARMAN - 


TROPICAL LEATHER 


creates for the retailer a brand new selling season — the most 


dynamic, the BIGGEST men's shoe promotion of all time! 


TROPICAL LEATHER 


dramatically tells the story of the new light airs in men’s 


shoes .. light in looks, light in weight, light in feel! 


TROPICAL LEATHER 


replaces traditional Summer markdowns and sales with styles 
that compel buying at full mark-up! 


TROPICAL LEATHER 


seen by 4,000,000 Esquire readers who set the fashion pace 
This is the largest four-color gatefold section in shoe history. 
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ere Mette” coe 


THE HEATS OFF? 





JE AST EL Ek, 


AIN 8 PAGE SECTION BY: 


FRENCH SHRINER - WALLSTREETER - WINTHROP 


Leather Industries of America 


TROPICAL LEATHER 411 Fifth Avenue, New York 16, N.Y. 


offers a complete retai] promotion kit — reprints, wardrobe 
coordinator chart, newspaper ads, display ideas, publicity 
releases, sales training suggestions and display cards. 


TROPICAL LEATHER 


wins a Tropical vacation for the retailer devising the best 
window display. 


Gentlemen 
Please forward your Esquire TROPICAL LEATHER merchandising kit 


We carry the following brand lines of men's shoes 


Name 
Address. 


City... . mate iene tate... 
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SHOES FOR CHILDREN 


SHOE CORPORATION EPHRATA, PENNSYLVANIA 
New York City Sales Office: 465 Marbridge Bidg. Los Angeles Office: Alexandria Hotel, Room 802 
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f O-CXLEY . . . DECOR PUMP SKETCHED IN HUBSCHMAN'S CALF, 3396 BOXER TAN + 
ALSO AVAILABLE IN ALL HUBSCHMAN COLOURS AND COMBINATIONS + HAND LASTED, 23/8 HEEL + 
; LE MAR SHOES, INC., HAVERHILL, MASS. 


spral Se 
soired. UGUh of the Italian line 


. born in the beauty and fashion colours of 


Hiubschman’s Tandrite Calf 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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NOW ! 
TOP QUALITY 
AT LOWER COST 


| SUP ERGRID ssi cone 


give you all these time and money saving advantages: 


Co mple te Line of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 


° 
Mileage e « « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


* 
Price... You pay no more for Supergrip. You get 
top quai ty results and more production when you buy Supergrip sole attaching 
cements. 


Call your United representative today and ask him to show you how Supergrip cements save you money. 


SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 
UNITED SHOE MACHINERY CORPORATION Boston, Massachusetts 
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IN GOOD STANDING 
ALL-WAYS 


lhe man who wears Edwin Clapp shoes .. . and the 
retailer who sells them . . . represent a select com 
pany whose judgment of fine shoes reflects the utmost 
in taste and in appreciation of quality and craftsman 
ship. For this highly discriminating market, it is our 


pride to produce 


America’s Finest Shoes for Men 


The EDWIN CLAPP Shoe 
IN-STOCK 


RV-65 

Black Calfskin 

Fassel Slip-On 

Shantung Panel 


A Write for new 
Y Spring Summer Catalog Supplement 
ind for information regarding an 


Kdwin ¢ lapp franchise 


EDWIN CLAPP & SON, INC., East Weymouth, Massachusetts 








World's largest producer of shoe_soling materials... 





COLORS ANNE 





comfort, 
too! 








BILTRITE 


NURON GREE 


SOLES 




























Give your shoes the sales punch of BOTH color and 
comfort! Super-soft, super-light Biltrite Nuron-Crepe Soles 
are the world’s largest selling cushion soles. Available in 
a rainbow of sales-appealing colors . . . from deep, 
handsome shades to lovely new pastels . . . for smart, 
fashion-right styling. 





Long wearing Biltrite Nuron-Crepe Soles are also available 
with an extra non-slip feature . . . the original Biltrite 


Squee-Gee design! 


HEELS AND SOLES 


AMERICAN BILTRITE 


RUBBER COMPANY 


CHELSEA 50, MASS. 


In Canada: American Biltrite Rubber Co., (Canada) Ltd., Sherbrooke, Que 
Warehouses: 2440 Enterprise St., Los Angeles — 1010 Gratiot St., St. Louis Printed in US 









You can see its quality and feel its luxury 


) 


K if NA by Laas MCC 
( 


Lawrence FINA is a quality leather with Put yourself in) your customer 10es, 
a wonderful feel of luxury. [ts distinetive What he wants ts fine leather that wears a 
beaut peaks for itself vood as it looks that's FINA by Lawrence 
Phat’s a big selling advantage for you. You There's satisfaction in it for your custome 
ell more because you're able to sell a fine and money in it for ; 
mellow side leather that incorporates many Also in the “Great American Family”’ of 


of the selling advantages of higher priced ide leathers by Lawrence: the new superb 


leather KEENA and full grain lb NEEKA, 


(. LAWRENCE LEATHER COMPANY. « ov r SWIFT MPANY, [IN PEABODY, MASS 





Headlines and Footnotes 


Important Trade News and Trends of the Fortnight 


4s Reported by RECORDER Correspondents 





Wisconsin Firm (ets 


Brand Name Award 


Heckert Shoe Co. of Appleton to Receive Plaque for Best Branded 


Shoe Promotion at Brand Names Foundation Dinner in New York, 


April 18, when Vice-President Richard Nixon Will Be Speaker. 


Distinction of being designated as Brand Name 
Retailer of the Year 
Heckert Shoe Co., of Appleton, Wis. This highest honor 


for a shoe store in the competition conducted by the 


70e8 
Poe to 


in the Shoe Category 


Brand Names Foundation went to the Wisconsin firm 
for its outstanding presentation of manufacturers’ ad 
vertised brands of shoes to the public during 1955 

Twenty retailers devoted a three-day meeting to 
reviewing and judging the entries in the annual com 
petition, consisting of advertising, display and promo- 
tional material of every size and shape, at the executive 
offices of the Foundation at 437 Fifth Avenue, New 
York. Names of the winners in the several categories 
were announced at the close of the session by Henry 
i. Abt, president of the organization. 

In addition to the Heckert Shoe Co., four shoe stores 
were cited with Certificates of Distinction. There were: 
Marmer’s Shoes, Cincinnati, Ohio; Milgram’s Quality 
Shoes, Gary, Indiana; Lazarus Brothers, Tulsa, Okla 
homa, and Stanley’s Shoe Store, Athens, Ohio. 


Kach of the merchants on the panel of judges repre 
sented a retail firm which had been awarded a 
Brand Name Retailer of the Year plaque at last year’s 
Brand Names Day. Franklin S. Weaver, advertising 
manager of Farr’s, Inc., of Allentown, Pa., represented 


top 


the shoe store category. 

The awards will be formally presented at the Brand 
Names Day Dinner on Wednesday, April 18, in the 
grand ballroom of the Waldorf-Astoria Hotel in New 
York. More than 1700 industry, retailing and adver 
tising leaders will witness the presentations, which will 
climax three days of activities honoring the award 
Vice-President Richard M. Nixon will deliver 
the principal address on this occasion. 


winners. 


Palmer Hoyt, publisher of The Denver Post and 
chairman of the Brand Names Week Planning Com- 
mittee reports that the Brand Name Retailer of the 
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Year award winners and their wives will be welcomed 
to New York by Mayor Robert F. Wagner and a group 
of leading New York City merchants. A proclamation 
by the mayor will dedicate April 15-21 as Brand Names 
Week 

Life Magazine, the Saturday Evening Post and the 
National Broadcasting Company will honor the winners 
at a series of breakfasts, luncheons, cocktail parties and 
buffet suppers during the three-day program. A_ boat 
ride around Manhattan Island with the New York City 
Department of Commerce as host is another of the 
activities planned to welcome the winners to New 
York. Tours of the United Nations, the Metropolitan 
Museum of Art and Kenyon & Eckhardt, and Grey 
advertising agencies are other high points of the 
program. 

For the three days, starting Monday, April 16, the 
winning presentations of brand name promotional ma- 
terial on which this year’s awards were based will be 
on display in the Astor Gallery of the Waldorf-Astoria 
Hotel in New York City. 

In announcing the awards, Mr. Abt, commenting on 
the competitors and victors, said; “The most impressive 
aspect of the competition is the steady year-to-year 
advance in the quality of the promotion, advertising 
and sales training submitted to the judges by the con 
testants. The prevailing level of living standards is 
considerably dependent on the efficiency of the retail 
dealers in bringing productive and imaginative progress 
to their communities. Therefore, this continuous ad 
vance of skillful retailing is good news in every home 
Winners of the 1955 Competi 


tion, for which the awards will be made April 18, have 


and at every fireside. 
again topped all their predecessors.” 

Brand Names Day dinner at the Waldorf always 
attracts a capacity attendance. A large number of 
reservations have been made for April 18. Foundation 


members are advised not to delay. 





Productivity a Restraining Price Influence 


As a result of a 103 per cent increase in shoe industry 


productivity or man-hour output over the past 30 
years, the American public today is said to be “saving” 
over two billion dollars a year on its footwear bill. 
Also, retail shoe prices are reported $3 to $5 a pair 
lower than what they’d be without that productivity 
rise. 

According to a detailed report prepared and issued 
by the Economics Research Division of the Boot and 
Shoe 
1955 an all-time productivity record of one and a third 


Workers Union the shoe industry established in 


pairs of shoes per man-hour, as compared with only 
two-thirds of a pair in 1925. The 1955 mark was 5.5 
per cent above 1954; it was 17 per cent above 1949; 
it was 34 per cent higher than 1939, and 103 per cent 
over 1925. The climb in shoe industry productivity is 
one of the best records for all manufacturing industries 
over the 30-year period, and while the precise percent- 
ages quoted above may be questioned in some quarters, 
the broad facts of 


generally accepted. 


increased output per worker are 


Results of Increased Productivity 

The labor union’s report, one of the most complete 
of its kind ever made in the shoe industry, showed the 
practical end results of this increased productivity 
from the standpoint of the consumer, the shoe retailer 
and the manufacturer. 

The report stated that if in 1955 the shoe industry 
had produced at the 1925 man-hour output level of two- 
thirds of a pair (.66) instead of the actual one and a 
third pairs (1.34) for 1955, of the 
things that would have happened: 

1) A production labor force of 448,000 would have 
been required to make the year’s 577 million pairs 
instead of the 223,400 shoe workers actually employed. 


here are some 


2) The industry's production worker wage bill would 
have come to about $1.5 billion instead of the actual 
$590 million. 

3) Due to more than doubled labor costs, average 
factory value per pair of shoes would be at least $7 
instead of the actual $3.51. 

4) Retailers would be paying an average of about 
$3 more per pair, and retail shoe prices would average 
$3.50 to $5 higher a pair. 

5) The 1955 consumer shoe bill would have been 
around $5.8 billion as compared with the actual 
$3.6 billion for 1955. 

Therefore, as a result of the 103 per cent rise in 
productivity over the 30-year period, the union main- 
tains that the shoe manufacturing industry is today 
“saving” nearly $1 billion in its annual wage bill 
alone. And the American public is saving over $2 
billion on its yearly shoe bill. 

Among the impressive figures in the report were those 


that related to productivity as a factor in holding shoe 
prices down to a level lower than most other com- 
parable commodities. For example, average factory 
value per pair of shoes in 1955 was only 37 per cent 
higher than in 1925 (the increase is even less if 1955 
dollars are translated into 1925 dollars.) However, over 
the same 30-year period consumer incomes on the 
average have risen considerably more. 

The report defines productivity as the man-machine- 
method-management hour. In short, the factory is to- 
day able to produce more and better shoes at lower 
the 


skills, machines, production methods and managerial 


cost due to combined improvements in worker 
techniques. To illustrate this, an interesting example: 

Last year the shoe factories of the United States are 
reported to have produced 577 million pairs of shoes 
with a production worker force of 223,400 which had 
37.2 hours. But had the 


industry operated at the same productivity level as in 


an average work week of 
1925, then it would have required an average work 
week of 75 hours to produce those shoes. Even if we 
were producing at the 1949 level (whose productivity 
1955), the 223,400 workers 
would have needed a work week averaging 43.5 hours. 


was 17 per cent below 

Today, with a 7-hour or 16 per cent shorter work 
week, the industry is producing 75 per cent more pairs 
than it was in the 1926-32 period, as a result of the rise 
in productivity. 

The report showed an interesting comparison between 
factory shoe prices and labor cost per pair. /t showed 
that in years where average factory prices are higher, 
the labor cost per pair tends to be proportionately 
lower. Thus, labor cost is in some measure “controlled” 
by the type and quality of shoes that are made. 

Productivity is also governed by the types of shoes 
made. For example, about 13 pairs of cheap slippers 
can be produced in the same time required to make a 
pair of high grade men’s shoes. Productivity or pairs- 
per-man-hour would be higher for slippers than for 
quality men’s shoes. These differentials are found in 


all types of shoes. 


Significance to Retailers 


Says the report, “Today, as a result of the tremendous 
variety and rapid turnover of styles, particularly in 
women’s shoes (which represent about 45 per cent of 
all shoes produced), the complexities of shoemaking 
have increased greatly. Were it not for this fact, the 
industry’s man-hour output climb would have been 
much higher. The 30-year annual average of 3.3 per 
cent increase in productivity has been, considering the 
style obstacle alone, a remarkable achievement.” 

This report holds several important implications for 
the nation’s shoe retailers. One of its impressive con- 
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tributions is the fact that it gives tangible and under- 
standing meanings to what productivity is and the role 
it has played in shoes from the standpoint of the manu- 
facturer, the retailer and the consumer. 

However, specifically from the retailer’s standpoint, 
the information contained in the report can be put to 
very practical use as a merchandising and educational 
tool. 

For countless years shoemen have been making public 
claim that shoes are one of the “best values” on the 
market today. But if challenged to convincingly demon- 
strate the fact, many if not most shoemen might be 
hard put to deliver. The “missing link” has been 
primarily the absence of facts and figures. 

Some of those facts and figures now become avail- 
able. For example, it is somewhat amazing, as pointed 
out in the report, that in three decades, 1925 to 1955, 
we have had only a 37 per cent increase in average 
shoe prices (and actually less when the purchasing 
power of the 1925 dollar is compared with the relative 
59-cent buying power of the 1955 dollar). There is 
perhaps no consumer commodity on the market that 
can show such a small price increase over the past 
The industry has clearly done a 


30 +vears. shoe 


Los Angeles Trade 


M ARKING one of the few occasions when shoe manu- 


facturers and retailers of the Los Angeles area ever sat 
down together and discussed the question of how the 
industry could be improved, this month’s meeting of 
the Los Angeles Shoe Retailers Association was devoted 
to just that. Program for the luncheon meeting was a 
panel discussion between two prominent shoe manu- 
facturers and two big retailers, in front of an audience 
of several hundred who got a chance to fire questions 
at them after the discussion was finished. 

The audience itself was about evenly divided between 
shoe travelers, retailers, and shoe producers. Manu 
facturer panelists were Seymour Fabrick of Vogue 
Shoes and Ray Nazzaro of M. J. Nazzaro, Inc. Repre- 
senting the retail merchants were Bill Gude of Gude 
Shoe Stores and Harry Gluckman of Children’s Bootery. 
Moderator for the session was Warren Hickey, traveler 
for the Simplex Shoe Manufacturing Company. 

Discussion of each other's failings was frank and 
honest, but without heat or acrimony. Leadoff came 
from Harry Gluckman, who stated that shoe producers 
are in one of the most essential industries but added 
that “we all lack courage.” 

Gluckman declared that the public isn't afraid of 
paying the price for a good product and a few cents 
more per pair would permit the industry to pay better 
wages, attract a better type of personnel, and spread 
the profits all the way down the line, Gluckman added 
that it would even be possible to raise shoe travelers 
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phenomenal job—-chiefly through its productivity climb 
in holding prices down, 

Further, there is the factor of quality. It is generally 
agreed that consumers today are receiving a far better 
product, and a tremendously expanded variety of prod 
ucts, in footwear. We are today delivering not only 
and all at 
This 


“quality” factor is also an outgrowth of our productivity 


more pairs per man-hour, but better pairs 


little change in price from three decades ago. 


progress. 

Practically every component that goes into a shoe 
today is an improved product, the result of research and 
development. Our shoemaking techniques are better 
our lasts and sizes and fitting. Our variety of styling 
and colors and materials is unmatched anywhere in the 
world, and a tremendous stride as compared with shoe 
business of the 20's. 

The shoeman’s claim of “best value on the market 
has now become a fact-supported claim. Used as a 
tool, this report would seem to have real educational 
and merchandising value to build greater “public ap 


preciation” of footwear. From the viewpoint of mil 
lions of well-paid customers, the fact that it comes from 


a union source will make it all the more acceptable. 


olds Panel Debate 


The 


him for President after 


up to a straight 1O per cent salesmen in the 
audience would have voted for 
this remark, 

Gluckman concluded by remarking that the 40. per 
cent mark-up could no longer support a retailer. He 
suggested that a 45 per cent plus be made standard 
He also suggested a nationwide shoe education cam 
paign, financed by a one or two cent per pair con 
tribution from manufacturers, to educate the publi 
to the importance of shoes and how to buy them 


When 


started out by stating that the shoe building season was 


Nazzaro spoke for the manufacturers, he 


vetting shorter every year, He suggested that outlets 
order their basic shoes early; the patterns they could 
depend on, since even in-stocks still have to be made. 
He too declared that national publicity and promotion 
was needed, aimed to place shoes in their rightful place 
as an appurtenance of fine living. 

He argued that 50 per cent of the income of the 
( nited States was spent for items not vitally necessary; 
the luxuries, not the necessities of life. Such items as 
still 
running, perfumes, cosmetics and beverages, claim half 
He stated that shoes should be 


dramatized so that the public will place them in the 


television sets, new cars while the old one is 


of America’s dollar, 
same category. 

sill Gude took the floor and declared that he felt 
shoes were far behind other consumer goods in in 


telligent promotion. He hoped that the forthcoming 


23 





National Shoe Institute program would help to place 
footwear in the glamour category, but added that it 
would be a long struggle in which every member of the 
industry would have to do his bit. He too felt that 
bigger margins of profit were needed but concluded by 
saying that the first move would have to come from the 
manufacturers, 

Seymour Fabrick of Vogue Shoes started off by 
saying that “a few well chosen words at this time could 
turn the meeting into a free-for-all.”’ He said that the 
industry would probably make about 600 million pairs 
this year and would average about a 2 per cent profit. 
lor basic shoes he doubted if much could be done, but 
he suggested that they turn their thoughts to the “frost- 
ing” shoes which could put the icing on the cake. 
Mentioning as a simile the automobile business, he 
said that their profit was small on the basic car but 
the extras such as hydramatic, radio, and heater were 
what paid the dividends. The extra, specialty shoes 
were the ones which would provide the gravy on the 
bread, he declared in closing. 

In the question-and-answer session which followed, 
about mutual difficulties was ex- 


much information 


changed. Policies of on-display merchandise and 
possibilities of better local promotion on school and 
information levels was discussed, Retailers brought 
some sore points into the open and manufacturers had 
a chance to point out places where they felt the other 
side was falling down. 

In spite of the frank statements made, no heads were 
broken and no enemies created, Get-togethers such as 
this for discussion of local problems might be beneficial 


in many other shoe producing areas. 


« ¥ # 


Selby Control Stays with Family 


PortsmouTH, On1o—Following a series of family 


March 21 by 
Board Chairman Calvin Clarke, of the Selby Shoe Com- 


conferences, announcement was made 
pany, that control of the company will remain with the 
Selby family and Mr. Clarke. This announcement ended 
a flurry of selling of Selby shares on the New York 
market, where officers of Bellanca Aircraft confirmed 
the fact that their company was trying to purchase 
sufficient shares to gain control. 

Mark W. and Homer C. Selby, brothers, would at 
no time deny or confirm rumors to the effect that they 
had decided to sell their stock. Roger A. Selby, third 
brother, issued a statement that his substantial holdings 
never were for sale. Roger Selby flew here from a 
vacation in Florida to attend family conferences over 
the future control of the firm started by the father, the 
late George D. Selby, in 1877. 

Blocks of stock were withdrawn from the market 
when announcement was made that control would re- 
main here. Chairman Clarke said that shares held by 
the Selby family, himself and others favorable to the 
Selby interests represent a good margin of control. A 
general superintendent for the plant is still being sought. 
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Morris Wolock, Shoe Designer, Dies 

MORRIS WOLOCK, who has been considered by 
many to be one of the industry’s creative geniuses in 
the designing and merchandising of women’s shoes, 
died March 17 at his home, 147 South Camden Drive, 
Beverly Hills, Cal. He was 63 years of age. 

For a number of years Mr. Wolock was a member 
of the well known retail shoe firm of Wolock & Bauer, 
which operated a smart shoe salon in Chicago. Later 
he was associated with I. Miller Sons in the capacity 
of designer. One of his originations was the famous 
Shank’s Mare, which was numbered among the most 
widely publicized styles in recent shoe history. He had 
recently been associated with Ted Saval. 


* ca * 


Sterling Opens New Last Plant 


In Long Island City 


M ORE than 700 people, including prominent members 
of the shoe trade, employes, members of their families 
and invited guests, attended the official opening of the 
new manufacturing plant of Sterling Last Company 
at 43-05 Tenth Street, Long Island City, N. Y., which 
took place Sunday, March 18. The new factory and 
office building, which was recently completed, is said 
to be the most modern, scientifically planned and full: 
equipped last manufacturing establishment in the worid. 
The building is a well-lighted one-story brick structure 
at 10th Street and 43rd Road and it replaces the former 
offices and factory on East 27th Street, Manhattan. It 
provides 25,000 square feet of floor space, an increase 
of 7,000 over the old plant. 

In an outdoor opening ceremony Mrs. Frieda Serling, 
widow of Louis Serling, who founded the company in 
1932, and mother of David and Arthur Serling, presi- 
dent and vice-president of the firm, cut the silken ribbon 
in front of the entrance, admitting the throng of visitors 
for an inspection tour of the plant, followed by refresh- 
ments and festivities that lasted through the afternoon. 
David Serling welcomed the visitors and extended the 
hospitality of the company in a friendly speech, and 
Theodore Lackner, Queens Borough Secretary, in turn 
welcomed the company to Queens on behalf of Borough 
President Lundy, who was ill and hospitalized. 

Other speakers at the opening ceremony included 
Louis Laurino and J. Lester Giles, representing the 
(Queensborough Chamber of Commerce; Assemblyman 
Thomas V. LaFauci and State Senator Thomas Mackell. 
Judge Alexander Del Giorno was master of ceremonies 
Rev. 


diction. 


and Dermot McMahon pronounced the bene- 


Present and participating in the formal opening was 
John Laycock, sales manager of Sterling Last Company 
and well known throughout the industry, who has 
recently recovered from an illness. He was greeted and 
warmly congratulated by many friends who were in 
attendance at the festivities. 
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Featuring fall's favorite, *the attached heel 
sole in CORAL, red, brown, black and white. 
Available in famous nuclear Airolite 
or fibre Airflex and a new type especially 
developed for Bonwelts. 


Write for samples on our child’s, misses and 
growing girls molded on heel soles in any 
of these bright fall colors. 


* The sole illustrated is Growing Girls Style 422, 
121 Ball, 81 Shank, 4144/8 Heel. 


A TRUSTED NAME ON SHOE BOTTOMS SINCE 1924. 


THE BEARFOOT SOLE CoO., INC., WADSWORTH, OHIO 


Boston: 183 Essex Street, J. M. Calvin, Manager © Milwaukee: 1931 5. Allis, CR. Gage, Monager ® St. Lovis; 1602 Locust Street, F. E. Alston, Manager 
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Lower prices, 


Longer dating... 


on Carter's Kangaroo 
and Kidskin 
shoes for men! 


LOWER PRICES...$5.98 a pair for Kangaroo, $5.38 a pair for top 
grade Kidskin — that’s all you pay when you order 


60 or more pairs of Kangaroo and/or Kidskin! 


LONGER DATING...net 90 days are the terms when you order 60 


or more pairs of Carter’s Kangaroo and/or Kidskin! 


THE IMPORTANT THING IS THIS...in a market that’s rising 
teadily, J. W. Carter is actually cutting the price... 
giving dealers everywhere the chance to build big volume 


and repeat sales without sacrificing one dime of profit! 


Get in the profit swim with Carter Kangaroo and Kidskin Shoes. 


See the Carter Man in your territory or contact the factory today. 


We are shoe manufacturers, not 


csi wera or == OW, CARTER COMPANY 


objective is to help build the 


independent shoe retailer. NASHVILLE 1 TENNESSEE 


a 


Boot and Shoe Recorder 





Open your store for more business... 





eee with a Pittsburgh Uhen-Vision Store Front! 


In these days of stiff com shown in this shoe store, Flage Bro 
petition, its the store that’s really New York, N.Y. To create this attrac 
“open” —in appearance as well as fact ~ tive store front, the architect, Samuel 

that gets the business. That’s why so Feingersch, New York, N. Y used 
many alert merchants are giving theit large quantities of Pittsburgh Polished 
establishments the sales appeal of Plate Glass and Pittco” Store Front 
Pittsburgh Open-Vision Store Fronts. Metal and two Herculite” Doors with 
Passers-by are attracted by the Pittsburgh Door Frames. 
friendly, inviting appearance of an lor more information on Pittsburgh 


Open-Vision Store Front, and they are Open-Vision Store Fronts and Store 

Pittsburgh Plate Glass Company 

3 F Room 6191, 632 Fort Duquesne Blvd 
become paying customers. This means venient coupon. We'll be pleased to Pittsburgh 22, Pa 


often drawn right inside where they Front Products, just send in the con 


more business. bigger profits. send you. without obligation. our free 
Please send me a FREE cox y of your 
An excellent example of modern store front booklet How To Give ‘ 


store front booklet 
store design featuring open-Vision 4s Your Store The Look That Sell 


Name 


|p PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS Address 
G 


PITTSBURGH PLATE GLASS COMPANY City State 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Sell 
the quality scuff 


Tianits 


by Bigley 


with the quality innersoles 


f ‘ 
U.S. 


i FOAM 


Comfort knows no season—so Pad-a-rounds 
with comfort-engineered U.S: Koylon Foam 
innersoles sell themselves year ‘round, And 
Pad-a-rounds never take a mark-down because 
quality construction counts! Nationally 
advertised U.S. Koylon—the finest of foams 
won't mat or shred... keeps bounce... 


provides the ultimate in underfoot comfort. 


Pad-a-rounds are styled for men and women 

fashion colors... patterns to match nationally 
advertised towels... super absorbent... made 
to fit left and right foot and cling! 


For the Tops in Terries stock and sell 
Pad-a-rounds by Bigley with comfort engineered 
U.S. Koylon Foam innersoles, Contact Bigley 


Industries, Box 8003, San Antonio 12, Texas. 


#595—Continental with 
Desert Dry finish for Dolls 
lue, white, gold, green, coral, $18.00 do: 
For Guys burg pry beige white 


Se lf selling pat kage 


(T united states Rubber 
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SELF-MADE MEN! 


The paths may be devious and the problems divers 

. but here is the story of two vouths who started 
out as sales clerks for the Lindke Shoe Store in 
Detroit. way back in 1915. 


Qne stayed on--in and around Detroit and his 
direction was upward on the ladder of success The 
other emigrated to Canada and his rise was in the 


same direction, 


They had many ambitions and dreams and a 
true feeling for shoes. They were constantly lookin: 
to improve selling techniques and used every oppor 
tunity towards progress 

It all adds up! Now, some forty-one years later, both 
these men are at the head of their industry in thei 
respective countries, .. . Steven J. Jay is president 
of the National Shoe Retailers Association in- the 
United States and L. H. Wynkie is president ol the 


Canadian Shoe Retailers Association 


\s for their retailing activities and interests. Steven 
Jay is president of R. H. Fyfe & Co. in Detroit, while 
Mr. Wynkie has two shops -a men’s and women’ 
shoe store in Ottawa, Canada 

With all the opportunities available to young people 
these days. the hardships, worries and tribulations 
endured by the “self-made” men of the past genera 
tion seem almost fictitious, but as Mr. Lindke says 


| feel that working in so many stores gave me the 
same advantages as young men vet nowadays by 
roing to the University | acquired many bits of 
philosophy from some of the men [| worked for and 


with that have been invaluable to me 


There are no limitations upon ambitions and Oppol 


tunities \ll you need is the spark 


2 er 
” Ws — UX u AA a .3¥ 


Editor emeritus 


Boor ano SHoe Reconper 


JUMPING -JACKS” 


America’s 
Finest Fitting Shoes 
for children 


A POST EASTER J SALES BOOSTER 


812 


BLACK AND 
WHITE 


512 


BROWN AND 
WHITE 


Sizes 12-4, Widths B to D 


VAISGEVY-BRISTOL SHOE COMPANY 


MA r t 
Mi OO if T 





10% extra profit 


over and above Esquire’s usual big, big mark-up. 


LANOL-WHITE 








SS ibnitic) Newsreel 


by George H. Baker 


Shoe Costs Rising Anyone inspecting the government’s official data on manufacturing costs 
these days is sure to come up with one inevitable conclusion: Shoe manu 
facturing costs have been rising, and will continue to rise in the months 
immediately ahead. 

\s far as wages are concerned, the $1 per-hour minimum that went into 
effect on March | is still produc ing shifts and adjustments in wage rates 
prevailing in many factories. Although many shoe workers earn more 
than $1 per hour and hence are not affected by the new law, it is noted 
that skilled workers usually insist on preserving differentials between 
themselves and semi-skilled workers, and semi-skilled workers likewis 
demand wage advances to keep ahead of the lower-paid workers 

The railroads recently put into eflect freight rate increases averagin 
between five and six per cent, and the Railway | Xpre \vency also | 
advancing its rates, thereby adding to manulacturet cost In addition 
rail rates on shipments to and from New England were advanced inc 
pendently of the two increases named above 

And, of « ourse, the firming of leather prices (as noted in some instance 
at the Leather Show) and small but persistent gains in Costs ol other shor 


making materials all point to higher prices to be paid by shoe retailer 


Freight Rates New railroad freight rates will increase the average cost of hippin 


wear and other products by about five per cent 

The Interstate Commerce Commission authorized the higher rates to 
be effective March seven. While the higher charges will give the rai 
lines less than the $590 million they wanted in added revenues, shipper 
will have to pay about $423 million more per year for freight 

Phe ICC ruling, given just over two months after the railroads applied 
for a seven per cent rate climb, is causing a number of carriers to com 
plain that the additional returns will not be adequate to cover higher 
operating costs. But the increase is a final one, eliminating any pro 


for refunds to shippers who later protest they are overcharged 


Retail Wage-Hour Labor unions are counting on election-year ¢ unpaign fever to help them 


Exemption begin a drive to knock out the retail exemption to the 
1956 

Unions credit cooperation between conservative 
parties with turning back efforts to extend coverage this year, They al 
admit the extension move this year was weak and disorganized, But the 
believe that with the question of the her minimum wave out of the 
way for the time being, an intensive | o extend coverage land 
good chance in 1956. Politicians will F » please voter and these 
conservatives from the two parties wi t b »] » Jom rank 
election year 

Sen. Barry M. Goldwater Arizona Republican) a department 
official and the only retailer in the Senate, is urging merchants to 
for strong state minimum wage-hour laws in order to escape federal ¢ 
trol. Congress will lose interest if the tate have wood laws. he i 
be effective, Sen. Goldwater's plan requires quick organization 
business groups actively and honestly working for better state laws 


Congress begins conside ring extension sometime next prin 








IPP cisis New sreel o 6 ¢ (continued) 


Hides in Congress Congress is being brought up to date on the U. S. hide situation. In the 
House Rep. T. James Tumulty (New Jersey Democrat) is calling to the 
attention of his colleagues a new statement prepared by the Tanners’ 
Council which summarizes conditions in the U. S. hide market. 

The Tanners’ Council statement. printed in the Congressional Record 
at the request of Rep. Tumulty, is highly critical of the “surplus” classifi 
cation that has been applied to U. S. hides by the U.S Department of 
Agriculture, Classifying hides as a “surplus’’ commodity means that 
nations receiving U. S, dollar relief must purchase their hides in the 
United States. It is generally agreed by shoe manufacturers and leather 
economists that such pure hases will have the effect of boosting hide prices 
he re 

The Tanners’ Council says the declaration of “surplus” by the U.S 


Department of Agriculture is “wholly inconsistent with market trends 


More fhe will Mean President Eisenhower's dec ision to seek a second term is stimulating the 


hogged-down congressional program as well as the stock market 
Republican leaders in Congress have got their stalled legislation pro 
gram off dead center, and now brightly anticipate getting most of it ap 
proved by bipartisan majorities between now and July 1. 
lo businessmen, four more years of Ike in the White House will mean 
@ Defense spending will stay high, and will tend to creep up still higher 
due to the high cost of late-model weapons 
@ Tax reduction still is not in sight, but continued prosperity brightens 
the possibility of cuts later this year or early next year. 
@ The government will resist moves to impose controls over metals, scarce 
materials, prices, wages, rents, or consumer credit 
® Foreign aid will rise. Ike wants to double the present rate of $2.5 
billion a year in handouts, and now he'll probably get an OK from Con 
eress for the entire $5 billion. 
@ Re iprocal trade is here to stay, along with still lower U. S. tariffs 
® Antitrust activity, hottest in 30 years, will continue the slam-bang pace 


of the past three years. 


Opening Up Defense Industry soon will be able to learn something about the $15 billion worth 
dontracts of goods and services the Defense Department buys each vear, and com 

panies will be able to bid on more procurement contracts, as a re sult 
Phe Senate indicates it will soon endorse a House-passed bill requiring 
the Defense Department to stop the existing practice of negotiating 
privately with firms supplying Army, Navy, and Air Force needs Under 
the current arrangement, the military quietly picks the firms it wants to 


do business with, and the rest are out in the cold. 


donsumer Credit 4 ontrol The Federal Reserve Board points with alarm at the skyrocketing rise 
of consumer credit in the past 18 months. But there is little likelihood 


that the board will urge reinstatement of standby control powers 
(regulation W.) 

As a result, the possibility that Congress will approve a standby credit 
control law is dim. Standby controls over consumer credit, even if not 
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COMING FOR FALL... 


a completely new line 


4" Step Master 
AC PARTY SHOES 
Ss 


created lo please the three 
most important people in 
buying and selling 


children’s shoes... 


SMARTLY STYLED for he: 
highness... your customer™ v7 


it 
\| 


1 
2 
BUDGET PRICED to fit the 


purses of mothers 


EASY FITTING and 
SELLING for the a 
man on the fitting \ /' 

im ~ 
stool 


™ \ 
[PF Id f. 
‘ i il 


TO RETAIL PROFITABLY AI 
Infants’ 5'2to8.... $3.95 
Children’s 8'2t0 12... . $4.95 
Misses’ 122to 4... . $5.95 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS 





here’s profitable 
summer selling 


with ein, 
, THE SABRE 
No. 28763—White swirl mesh, leather trim, 44 last, 
14/8 Cuban heel, $9.10. Sized AAAA to D, 5'/, to 


10. Also in blue swirl mesh, leather trim, No 
48763, $9.10 








DREW shoes simply 


out-perform others with— 


® Superior fit and comfort 
for loyal repeat customers 


Always IN-STOCK for 
greater turnover 


Sales contest for retail 
sales personnel 


Extra sales and profits at 

THE REAL THE RACHEL $15.95-$16.95, the volume 

No. 38769—Natural swirl mesh ond calf, P3 tast, No. 28767—White tear drop mesh and leather, price in the quality field 
13/8 Cubon heel, $9.00. Sized AAA to D, 5'/, to 11 P2 last, 12/8 Cuban heel, $9.10. Sized AAA to EE, Extra markup jam lowest 


Also in black swirl mesh and kid, No. 11769, $9.00 5 to 10 
markdowns 





“Sculptured 
to the foot’’ 


THE PECK | = THE QUILT 


No. 42273—Blue calf, 44 last, 14/8 Cuban heel, 

$9.15. Sized AAAA to (, 5'/, to 11. Also No. $2273 No. 11753—Black kid, 44 last, 13/8 Cuban heel, 
The Pick, red calf, flexible platform, 44 last, 14'/,/8 $9.10. Sized AAAA to E, 5'/, to 11 

Cuban heel, $9.65. Sized AAA to E, 5'/, to 10 


Our sales are setting a record pace, because dealers find it 
easier to sell top quality shoes for $15.95 — which is $4 to $5 
under the top price range! Drew shoes have terrific repeat 
sales and high maintained profits. Many styles are not pic- 
tured, size ranges from 4 to 12, AAAAA to EEE. Drew lasts 
have extra toe room and snug heel fit. Many doctors recom- 
mend these shoes. Get full information — write for our new 


IN-STOCK catalog TODAY! 
THE BALL 


No. 11770—Biack kid, P3 last, 14/8 Cuban heel, 
$9.20. Sized AAAA to E, 5'/, to 1) 


HISS SHOES BLUE GRASS SHOES . REED CUSHION SHOES 
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BOOT and SHOE 


TALK 


Ci) DE T. BARNES, proprietor of 
Schumacher’s Boot Shop, Milwau 
kee, Wisc., says: 

“The 


will emphasize 


alert men’s shoe retailer 


colors and_ soft 


leathers and fabrics in his Spring 


promotions. From where I sit, the 


coming season looks like a colorful 


parade for the man’s wardrobe. 
This means lighter shades in cloth 
ing, accessories and shoes, 


“We also find a tendency toward 


the lighter weight shoe with Con- 
tinental styling predominating. 
Low, soft, folded toplines seem to 
be the choice here for the fashion 
minded gentleman. For resort weat 
we featured bold red, green, gold 
colors for 


and other gay men in 


soft, pliable leathers and fabrics 
such as silk shantung and_ silk 
faille. We can’t miss on what looks 


like a bright, colorful 


ahead.” 


SCASON 


+ . 


Ec E. KROGH, president and 


general manager of Sibley, Lindsay 
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Recorder 


TRADE 


& Curr Company in’ Rochester 
New York, says: 

“The future of the Independents 
will depend upon how well we are 
able to merchandise our stock; that 


is, how accurate we are in having 


all of our 


fashion 


basic as well as our 
stocks in the store in the 
sizes and lines 


right color price 


and how correct we are in timing 
the placement and receipt of our 
orders, 

“T mention this important funda 
mental because there are many new 
facilities becoming available to us 


which can help us immensely in 
this part of our business. However 
it will take progressive thinking on 
the part of top management to 
develop the new tools which are 
available. This new thinking is in 


the field of 


and accounting information and in 


processing statistical 


providing more efficient customer 
service at the point of sale. Having 


the right item, at the right price 


exactly at the time the customer 


wants it is still the most funda 


mental axiom in our business, no 
merchandise 


we carry. We will find the 


answers to this axiom right in our 


matter what Ly pes ol 


own those 
Poday 


different 


figures if we can. get 
figures analyzed fast enough 
we are employing many 
methods in getting this information 
and we are not doing a particularly 
wood job of it. We are still out of 
too many wanted items, and in the 
main, we are still doing 70% of 


our business on 30°) of our stock 


od DD £2Bu. manaver of Peter 
Brothers in Oakland, Calif i 


Where 
olten 


and how your customer 


live is reflected in. the Th) 
wear they buy \ ood majyorit 
our customers live in the new sub 


built in 
Oakland 


divisions that are being 


the outlying area ol 


Some of these sub-division have 


yet to require sidewalks and 


woman is not inclined toward weat 
with high heel 


iti dressy shoes 


ii she must walk on rough dirt 


) ithe 
We find that in 


sromoting 





smart footwear. that will be suit 


able for our customers’ immediate 


needs, we can do a good mer- 


chandising job, Tailored shoes, 
with 14/8 heels have had very good 
However, we do not over- 


look the fact that there is hardly 


response 


a woman who doesn't want high 


fashion. dressy shoes in her ward- 
robe and so we feature those too. 


The sidewalk 


alway ' 


situation wont 


remain a muddy or dusty 
problem and we believe our custo 
mers will make an easy transition 
from tailored to dressy styles, 
both 


make a 


since 


they are exposed to types 


every time they shoe 


purchase in our store,” 


a pive 
go 
6 2p 


BPRS 


Dororny FOX DAVIES, fashion 
director of k. Hubschman & Sons, 
saves 

“The basic key colors of black, 
brown, blue and red are the key 
stone of any line and we, on our 
part, have kept our range as com 
pact as possible, in an effort to ease 
the manufacturers’ selection prob 
lem 

However, we know, too, that we 
must have some extra fashion fillips 
to add spice, excitement, dash and 
elan if we are to give our resources 
something ‘to sing about’ and we 
have high hopes for our specialties 
We have kept the fashion positives 
that proved sO big in the past sea 
son, and which loom even more im 
portant for Fall and we have added 
with fashion significance 


For delight 


new ones 
ind bright, we have a 
brilliant true red and a fresh, vi 
ellective 


brant green both are 


complements for black smooth calf 
Talking about black 


make news 


We hope lo 
Black Glass 


from an old secret of tan 


with our 
resulting 
revived and 


nine which has been 


which gives more brilliance, more 


36 


sheen, more polish than we have 
black calf. For the 
transition shoe, the dark shoe that 
dark 
sticky 


ever seen in 


is a necessity for the smart 
cottons during the hot, 
months of August and September, 
Black Glass will be a natural... a 


. a breather. 


QYf w- & 
y fl 


Ae EI 


“excursion time is any time and 


cool draught . . 





for excitement in the new season, 
we have mapped our Provincials 

(American, Italian, Spanish, French 
and Trish. It isn’t just the finish nor 
the color nor the rich undertones of 


livht and dark like the 


patina of an heirloom prece but the 


mellow 


combination of all these features 
that makes them the piece de resis 
‘limited 
smart foot fashions for Fall-Wintet 


1956.” 


tance, the editions’ for 


F. RAYMOND JOHNSON, ex 


ecutive vice-president of Saks Fifth 


Avenue. New York 
cussing the Branch Store, said 


“The branch 


City. in dis 


store can and 





should be a very profitable opera 
tion, provided: 

“(J])—+Athat the physical problem 
has been given intelligent considera- 
tion and planning. This means 
location, size and structure of the 
building, fixturing, parking. et 

*(2)—that the 


operation is geared to the life and 


mere handising 


the needs of the community as to 
classification of merchandise, 
quality, type, price lines, ete, 
“(3)—that the full advantage is 
taken of the main store organiza 
tion and that the suburban store 
doesn't duplicate unnecessary fun 
tions such as accounts payable, ac 
warehousing. 


counts receivable, 


buying, maintenance, ete, 











**(4) that the stocks are kept 


current, clean and fresh through 


care in budgeting and prompt 
action in the realm of surplus or 
slow-moving stocks. It is the ex 


perience of most operators that 
price promotions or clearances do 
not pull as well in the suburban 
areas as they do in the urban 


stores 7 


“Energetic sort—young Livingston—takes orders for boots on the side.” 


Shoe Re 





French 


Vew 


Clothes for the Coming Summer Season Give 


**Szark Silhouettes’ in the 


a Chance for More Decoration on Shoes, a 


Softer, More Elegant Look. 


Three shoes by Perugia for 1. Miller, worn by 
models at the Couture Openings in Paris. Pump, 
with pinwheel ornament, in two colors of faille 
ribbon shown at the Givenchy openings. Rose 
satin pump on elegant lower heel, buckle orna 
ment also satin, at the Fath opening. 
Green satin pump, pleated vamp and tiny tail 
ored bow also at the Givenchy showings 


in rose 


Tn 


collections shown some weeks ago in Paris gives oppor 


simplicity of the silhouettes in the new Couture 


tunity to milliners and shor designers to decorate and 


enrich their creations in a way that is not possible when 


clothes are more elaborate and demand more attention 


Hats, 


as we have noticed, are very new and important 
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Yellow is the dominant color in this new Spring 
costume from the collection of Genevieve Fath 


looking for the coming Summer season 


SO. loo, are 
kinds of 


Satin as an allo 


shive 4 Paris bottiers have introduced all 


pretty, elegant and very feminine treatments 


er upper material plays an important 


role, as illustrated in two of the shoes shown here, Orna 


ments are in the ime trend. Rosettes, bow buckle 


dored jewels and rhinestones all are it lrequent 


many ce 


use and all add to this look of the elegance of anothe 


das 
| le ine 


love 


Lon kid 
Beige love 


ippears again in the vloves 


in colors matched to the shoes were shown 


orn with black costume omnmetinne 


rove With our tron 


are la ored lo lye \ 


heiue hoes company the 


on beige and blond in) ready-to-weat 


Paris i 


emphasis 


interesting to note that emphasizit 


several shades 





Quick Fashion Check 


FASHION LEATHERS 


News about leathers continues enormously exciting, 
stimulating to the entire footwear trade, 
serving as a style accelerator in fall planning. 


The Smooth and satiny, on fine calf and kid, 
for allover and combinations, also kips, 
and sides. 

Surfaces Matte in kid and calf for elegant shoes, 
dull black and colors. 

Natural shrunken grainy calf, kid and kip, bright or 

matte, high fashion and volume favorites. 

Grained calf, kip and sides finely boarded. 

Soft creased glove tannages on kips, calf, kid, sides. 

Embossed and crushed calf and kid soft tannages. 

Reptiles, ostrich, pigskin and other exotics, the 

latter often perfed allover. 





The Aniline calf and kid, subtle tones often 
antiqued. 
Finishes Suede in classics and novelties, ribbed, 
plushy, antelope finish or dimensional 
on calf, kid, kips and heavy veals, sides. 
Napped on calf, kid, kips, buffed to resemble buckskin. 
Luster and Metallics for glisten and glitter. 
Luster finish for contrast on suede and matte available 
in calf, kip and kid. Patent continues. Gold and 
Silver kid return to favor for trims. 
Painted, screen-print and tooled kid and calf, also 
printed and metallic reptiles for luxury shoes. 


i The Black in every leather, fashion first, es- 
' pecially for combinations of texture, color. 
Colors Pale Neutrals to darker cool browns also 

taupes and greige tones new promotions. 
Perfect Brown and Briarwood volume shades. 
Greys light to dark especially in nappy 
and grained leathers gaining strength. 
Greyed green, bracken and smoke blue, 
olive tans, tea colors balance new brights 
in fashion leathers. 
Off-beats in various tannagess: rosy reds, 
bright blues, tangerine, pumpkin, amber, 
brass, antique gold, rose sepia, pumpkin. 











For Fall Styling 
FASHION MATERIALS 


Wonderful new ingredients have been added 
to the old formulas for a fresh new approach 
to detailing of women's fall footwear. 


Lustrous satins, fabulous lames, moires, Th 
woven silks and taffetas for cocktail, e€ 
at-home and evening styles. Fabrics 
Oriental weaves and prints on silk, 

nylon, and new arnel and dacron blends. 

Faille, rep, bengaline and twill for 

tailored elasticized models. 

Corduroy, velvet and velveteen also metallic prints, 
small geometric and provincial prints for color splash. 
Flocked prints for slippers, tweed and homespun weaves. 
combining leather, various fibres, plastic, lurex. 





Vinyls, glass clear or pale amber with The 
lucite heels, also laminated plastics 

for trims and heels. Plastics 
Colored Neolite in spectacular solings. _ 
Plastic weltings, strippings, sheetings, heels. 

Gold, silver and copper plastic sheetings and simulated 
leathers. Nappy and smooth leather surfaces on plastics. 


Style-Tested Details 


New Elasticized Foam Rubber cushionings, 
quarters and bands. insoles and linings. 

New Elastic top-line 
and sweater effects. 

Pelon and foam rubber ane 
for thin "floating" Linings of plastic, fabric, 
plumpers. leather as style factors. 








Cork compounds continue 
for platforms, insoles. 


Jewelers’ ornaments in gold, silver, rhinestones, 
Bows, buckles, tassels, buttons, studs, beads. 
Stitching, stripping, perfing, underlays, ties. (AP 
Rubber and nuclear colored soles and noveltie: 


Heels carved, jeweled, tooled on wood, pene ey 
plastic. 


Lasts stressing new dimensions on 14/8 to 








Left Striped wool jersey 
and white linen combined in 
way and white Summer cos- 
tume, from RB. Hl, Wragee 
resort collection Right 

Tweed handbag and stole 
fringed and pocketed in the 
Dior manner smart for 
early Fall days. Sold at I 
Viller Pinwheel” boutique 


of unusual accessories 


ry Le : : ; 
[-ansition Styles Are Designed to Vitalize a Slow Selling 
Vrs. Consumer New Outlines and 


Period and to Give 
More Positive Colors as a Change from Summer, 


44; a" 


‘  ! 
SLEANOR M. RUTTY WEES. OLN 


Miradisc, novelty fabric with 
subdued glitter; Palizzio. 


Blac k lac e mesh ‘ ombined 
with black suede; Sabrina 


Combination of vinyl plastic 
with gold-trimmed black 
fabric; Gino Dalsini 
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Nummer Into FALL... 


sé 

W, don t call it transition any more,” remarked one 
of the executives of a cotton dress fabric house. a leade: 
in promoting this new selling season. “We call it late 


Fall.” 


That's fine for him, but pretty wordy for us, so, since 


Summer, early 


these styles from Summer into Fall are transition styles, 
we shall call them just that. 

Women’s manufacturers who were ready early with 
these shoes are talking a good deal about fabrics. Faille, 
faille with a moiré design, peau de soie, lace mesh, nov 
‘Ity fabrics, satin and velvet, all these are being used and 
discussed 

Even the velvet, it is considered, may not be too dressy 
for daytime wear. Designers feel that these fabries——in 


dark colors 


Summer 


are in themselves transition materials from 
Fall. Velvet hats 
years have sold in Summer to wear 


hats. 


into it is pointed out—for 
with light 


velvet shoes o1 


many 
clothes. If 


trimmings on shoes? 


velvet why not velvet 

Elegance is the word being used most often to describe 
the 1956 fashions. And what could be more elegant than 
many of these fabrics? Take such fine surfaced materials 
as faille and peau de soie for instance, in both of which 
much style interest is centered. In themselves, they sug 
gest the beginning of the coming of the more formal Fall 


season 


Peau de soie with velvet bou 
and heel covering; Maranne 


“mooth leather trimmed with 
matching suede; new sling 
outline; M. Wolf's Sons 


1956 


lulasticized shoes are so 1 nportant that they also have 


an influence on the in portance ol fabric shoes since cel 


tain fabrics are especially adapted to this treatment. Lhe 


closed pump with labru quartet illustrated, is elastic ized 


throughout the quartet! 


In all these ways, however, leading tanners of women s 
stvle leathers also show that they recognize the possibil 
One 


selling season 


highly 
right for later 
kidskin 


ofler for the 


ities in this additional mid-Summes 


calfskin house has developed a very polished 
black finish which they consider very style 
promotion, Anothes 
rich bright colors 


ready for 


Summet! tanner making 


has several time 
when women may be i change trom Summer 
whites and pastels, Opened-up black suede shoes for this 
same pr riod have been talked about for several months 
as due for a revival 

And then there is vinyl plastic 
fabri 


I hie se shoe SB < ombine 


beimg used in combina 
ind looking new and 
i look of cool 


weather and the 


tion with dark leathers o1 


right for the season 
ness and openness to go with Summer 
dark colors suggesting the coming Fall season 


The 


shoes did not seem important, seemingly, to a number of 


necessity of using very open patterns in these 


the manufacturers making transition styles. This may be 


lighter closed 


) 


hecause softer constructions in pumps 


[TURN TO PLEASI 


hlasticized quarter in moire 
combined with 
thur Murray 


suede {7 





How Paris Fashions 


‘e. 
ga4aaa 


These models show designs of Andre Tarnaux (Laure) at the 
spring bottier collection at the Restaurant Pavillon de l'Elysée, 
Paris, Laure’s shoes are made to order in three fittings. 


Boot and Shoe Recorder Pays a Visit to Some of the Famous Designers, 
Reports Their Views on Trade Trends, Tells How They Live and Work. 


This evening shoe was specially made by Lobb Sport specialist Lobb of the London accent and 
for one of his select clientele of customers. individual last prescribes this type of riding 
footwear. Lobb’s prices are from $61 to $70 
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by WALDO WALLIS 


Once a month the Paris designer-makers, who are, 
with a few exceptions, as chummy as Rotarians, get to- 
gether in a little setback in the rue St. Honoré, put 
their well-shod feet under the table and discuss fashions, 
costs and prices, 

It costs $5.40 a year to belong to this exclusive club 
But Mr. Hellstern, the group president, shod in con- 
servative dark tan lace-ups, told this reporter that not 
everyone with $5.40 can belong to the ancient and 
honorable order of Paris bottiers. 

“You Americans are the cream of the trade.” he 
says, “but you calculate by millions. You churn up a 
million sales and you let a little of the butterfat go 
to Paris or London. There is an increase in foreign 
buying, but as the Englishman says, ‘America is cut 
off from us.’ A U.S. customs duty of 25 per cent con 
tributes to the cut off. Despite this tariff, there is a 
certain volume of sales to the United States, partly 
through a scheme of personal export.” 

Hellstern will not risk any estimate of the group’s 
annual turnover. Judging by the imposing list of the 
world’s very important people whom the group serves, 
it must be large. When reminded that Americans, unless 
they have something the matter with their feet, can 
never find time to have special shoes made and fitted, 
the master-bottier replied: “Some of our customers 
have the most beautiful feet in the world.” This was 
the cue for a shift from direct attack to subtle argu 
ment. 

“Members of the American élite are sometimes too 


[TURN TO PAGE 72, PLEASE | 


Black suede with crepe trimmings by “Georg- 
ette.” Shoes like this sell for $80 and up 


April |, 1956 


Alfred Argence specializes in decorative evening 
styles made to order for $80 to $100 


Donna Greco supplies Gimbels, Saks and Mar. 
shall Field and makes the shoes for the Man 
quin collections. Prices $80 up, three fittings 


Me Dy ep 7 
Lethe, "OT tie 


The newest from Casale is a black satin evening 
sandal; Carven, Chanel, Rouff, Balenciaga and 
Griffe choose Casale designs 
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WHAT SHOE 


RETAILERS THINK ABOUT 


Co-operative Advertising 


Consensus Favors Co-operative Advertising, Believes It Necessary as Sup- 
plement to National Effort and Not a “Concession”; Recognizes “Abuses” 


and Suggests “Strict Practice Policy” to Correct Them. 


Tw TOPIC: OF COOPERATIVE 
ADVERTISING IS A VERY LIVELY 
ONE IN RETAIL SHOE BUSINESS 
TODAY. The Boor ann SHoe Re- 
conver’s “Shoe Retailers Panel,” 
of 


thioughout the country, has expressed 


com 
prising many hundreds retailers 
very pronounced views on this matter 
Here, summarized, are the key findings 
stemming from the report: 

(1) The great majority of shoe re- 
tailers now look upon cooperative ad- 
vertising as an integral part of their 
merchandising program. 


(2) Most 


their business is being 


feel that 
“bought” by 
but that the 


latter supplements the manufacturer's 


retailers don’t 


cooperative advertising, 
national advertising. 


(3) About 10-30 of local 


shoe retail advertising is paid for via 


per cent 
cooperative advertising arrangements 
on branded lines. 

(4) Most 


operative 


retailers recognize CO- 
“hidden 


cost” in the manufacturer’s prices. 


advertising as a 
(5) The great majority of retailers 
(92 per cent) is in favor of coopera- 
tive advertising. 
(6) Many fee] 
are some abuses in cooperative adver- 
but that this be 


mized if a “standard practices policy” 


retailers that there 


tising may mini- 


is established and followed by manu- 


facturers and retailers alike. 


In Favor Or Opposed? 
fre 


in favor of « ooperative adi erlising 7 


Question |: you in favor or not 


The replies: 92 per cent yes; 7 per 
cent no; and | per cent don’t care, 
The overwhelming majority in favor 
were also practically unanimous in 
their reasons why. Cooperative adver- 


tising permits them to do a larger and 


44 


Do You Expect Manufacturers To 
Contribute To Cooperative 
Advertising ? 


Does A Cooperative Advertising 
Offer Influence Your 
Buying Decision? 


Manufacturer's % Allowed 


Retailers' Attitude Toward 
Cooperative Advertising 


Is Cooperative Advertising 
Accepted As A Cost Going 
Into The Price of the Shoe? 





To Retailers' Advertising ~ 





occasionally 











regularly 


























Mfrs'. %|2 3%: 
Retailers 
[Receiving 


24% 





63% 

















20% 








— 


In Favor 924, 





Opposed 





Don't Care 











- 























more frequent advertising job locally 
without a prohibitive cost load, It en- 
courages the retailer to do more adver- 
Many said that of their 
local advertising is on lines that share 
the cost. 
by the manufacturer to establish brand 
but added that local ad- 


tising. most 


All favor national advertising 


recognition 
vertising is also necessary as a supple- 
mentary tool, 

Those opposed cited that “I want to 
pay for the shoes only—and decide for 
myself when and how much I'll adver- 
They to of the 


and “abuses”” commonly asso- 


tise.” point some 


“waste” 
ciated with cooperative advertising. 
They say that local advertising is the 
retailer’s responsibility, and national 
the One 


advertising manufacturer's. 


termed cooperative advertising “in- 
fringement on the retailer's independ- 
ence of operation. — 
Do 


your shoe manufacturing resources lo 


(Question 2: you ask or expect 
contribute on a cooperative advertis- 
ing basis jor their lines in your store? 

The replies: 91 
Of the 


cent expect cooperative 


per cent yes; 9 per 


cent no. “ves” group, 68 per 


advertising on 


) 


a regular basis, and 32 per cent expect 


it occasionally. 


Question 3: Does a manufacturer's 


offer to contribute to cooperative ad- 


vertising influence your decision in 


buying his shoes, as against a com- 


petitive manufacturer who does not 


partictpate in ¢ ooperative advertising 7 


] 
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Wis DO AMERICA’S SHOE 
MANUFACTURERS THINK ABOUT 
COOPERATIVE ADVERTISING IN 
SHOE BUSINESS? Following are 
some of the key findings based upon 
the views of the Boor anp SHOE ReE- 
CORDER’S 300-member “Shoe Manufac- 
turers Panel”: 

(1) Manufacturers are divided al 
most 50-50 on cooperative advertising 

opposed and in favor, 

(2) The large majority of manu- 
facturers feel that the “trend” toward 
cooperative advertising is increasing. 


3) Manufacturers are divided 


{ 
about 50-50 in the idea that many re 
tailers are taking unfair advantage of 
cooperative advertising. 

(4) Most manufacturers feel there's 
increasing expectation by retailers for 
some kind of cooperative advertising 
arrangement when they take on a 
manufacturer's line. 

(5) Half of all manufacturers have 
a definite program or policy for co 
operative advertising, and half do not. 

(6) Department stores most fre 
quently ask for or expect cooperative 
advertising, with independents second 

(7) About half of the manufac 
turers who don't participate in cooper 
ative advertising feel they lose some 
sales —especially initial sales——because 
of it. 

(8) Among those manufacturers 
who do participate in cooperative ad 
vertising, many feel that it’s very 
profitable provided that there’s a 
clear-cut’ agreement and plan for its 
operation, 

One point becomes extremely clear 
the nation’s shoe manufacturers have 
very strong. positive feelings, pro ot 
con, about cooperative advertising 
Some term it a “racket and evil.” while 
others consider it vital in their sales 
program. Cooperative advertising. 


one of the most “sensitive” topics in 
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WHAT SHOE MANUFACTURERS THINK ABOUT 


Co-operative Advertising 


Opinions on Advisability of Co-operative Advertising Are Equally Divided; 
Vost See Increasing Demand for It and Hold Strong Convictions on Its 
Virtues or Evils; All Agree It Requires Careful Supervision. 


Their Attitude Toward 
Cooperative Advertising 


Retail "Trend" of Demand 
For Cooperative Advertising 


Are Retailers Taking 
Unfair Advantage ? 


Companies With A 


Cooperative Advertising Plan 


Which Stores Most Expect 
Cooperative Advertising ? 





definite yes or 


such comments as, 
basi Yes, if 


pt oper ly used,” 


shoe business today. was met head on 
by the shoe manufacturers. Here is a 
on the views of the 


Shoe Manufacturers Panel 


fyainst? 


» you in favor, or nol 
in favor, of cooperative advertising 


92 per cent; not in favor 


large majority gave a 


answel some modi 


for example, with 
Okay if controlled 


‘Occasionally, but 


not as a complete or regular practice 


you feel that the 


“trend” in the use or demand for co 
operative advertising is increasing, de 
clining or unchanged 7 


i2 per cent believe it's 


cent say its un 


9 per cent of the 





















feel that many 


mainly in which way 

manutlacturers ¢ 
and 48 per cent no 
publicize their ow 


hut often fail to promote our brand 


or have inadequate stock 


Viany chisel on low il 


TY E R Waterproof Footwear 


$ TYER 
Lad p > ” 
Py "“Watertite 
& For men, boys 
and youths 


makes bad weather fine for you! 


TYER 
“Riviera” 
For women ~~ You'll actually welcome stormy weather if you sell 
Tyer Waterproof Footwear. The entire line sells fast. 
Take the “Watertight”, “Pam” and “Riviera”, 
for example. They’re light, all-rubber, weatherproof — 
perfect for youngsters, teen-agers and grown-ups, alike. 
All three have special features and offer customers 
top value at moderate price. 
For profitable volume, look into Tyer’s 
complete line of gaiters, rubbers 


TYER 
“Pam” and outdoor boots today. 


halon Ow 100 Se Aunivewsany 
TYER ZG, 


a: 2 RS FAR M 








TYER RUBBER COMPANY, Footwear Division, Andover, Mass. 


Gentlemen: Please send me the latest Tyer Price Lists on Canvas and Rubber Footwear. 
STREET 


STORE 
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Color in a New Place... 


The Colored Sole, Especially, Is the Area to Which Manu- 


facturers Are Turning as a New Point of Style Interest. 


Coror on the soles of high style shoes is soon to 
celebrate its first birthday. Starting as a top high style 
idea and introduced by a leader in the women’s 
fashion field, it is now being used in sports and casual 
as well as lower price style and more conservative lines. 
First picked up by the style-minded manufacture: 
reaching out for something different, it is receiving 
increasing acceptance, first for its eye and style appeal 
and second for its lightness, flexibility and durability. 
Color in sports soles or platform coverings has had 
general acceptance for a long time. But this was some- 
thing new and had to be measured in terms of consumer 
acceptance. 
The ingenious construction illustrated  belou 
features a “wrapped around” sole of a special 
plastic. Woman's David Evins, man’s 


shoe by Johnson & Murphy. 


shoe by 


1956 


Left to right sandal jrom Valentine in 
white shrunken leather with contrasting orange 
Two Outdorables Daniel 


hoth made with matching nuclear soles 


Summet 


nuclear sole from 


Green 


Summer shoes offer an excellent opportunity to test 
them. These colored nuclear soles are especially pretty 
in the light colors matching uppers or in bright contrast 
to white shoes. Sterling gray, a new color, is reported 
to be selling well. Yellow is growing in popularity. For 
Fall, best colors are slated to be salmon red, sweetheart 
blue, golden sable, alabaster white, Patent leather shoes 
with ‘ olored nue lear soles are being conside red as a new 


Newest deve lopment in contrasting soles is 


idea for 
illustrated 
makers of 


here in both men’s and women’s styles, The 
these shoes point out that a special plastic composition 
PLEASI 


|TURN TO PAGE 76, 





Elegant Norwegian Calf by Gallun 
adds sales appeal to your shoes 


Give a blue ribbon to the gentleman too! His handsome Chukka 
boots of Gallun Leather are first in the fashion | arade 

First because Gallun’s boarded Norwegian Calf gives shoes soft 
but sturdy elegance First because thi egetable tannage kee} 5 its 
Sup} le softness through re | cated wettings and drying First because 
it has that mellow, deep-colored look so prized by custom bootmakers 
in their finest creations 

It pays to have your shoe lines led by Gallun leathers. Check the 
Gallun numbers in your orders to footwear manufacturer: 


A. F. Gallun & Sons ¢ orp Tanner Milwaukee, Wisconsin 


* OTHER FAMOUS GALLUN TANNAGES 
4 ESKIMO CALF* NORMANDIE CALP*CRETAN CALI 


Bo of 


ind Shoe 
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Style Line 


Increases budget Department 


Carson Pirie Scott, Chicago, Follows the Style Trend 


in’ Building Its Budget 


Apon ION of a line of style shoes can bring increased 
business and new customers to a budget department 
built 


staple and conservative shoes. 


even one that has its reputation on the more 
Keeping the new cus 
tomers and expanding the business depends on having 
top style shoes in stock at all times, 

This is being proved by the downstairs shoe depart 
ment of Carson Pirie Scott & Co., Chicago. In a short 
time, this department has built what was formerly a 
casual and arch type shoe business into a good style 
business. 

As explained by Richard Grey, buyer, this was done, 
first. by style shoes and, second, sup- 


buying more 


irch and Comfort Sales. 


ported by keeping them in stock. The department had 


a good casual, arch and comfort type shoe business 


Much of this came from regular and repeal customers 
is well as from trafhe The department is well located 
and adjacent to apparel 


Many of the 


just off the main aisle of trath 


and accessor\ departments customers 


were older or mature women 
However, in kee ping with the trend, these customers 


look 


also became interested in more styling in the 


they were accustomed to buy. They also began 


ing for other style Ly pes. 
The de partment had always carried some style shoes 


ITURN TO PAGE LOZ, PLEASI 


An entire wall in the Budget Department is used for display. As 
many styles as possible are shown on a simple pegboard background 
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“Minor of Atlanta” Feature Shoes 


(Cee 


ne pa by Altschul 


REVERSED RIGHT & LEFT HEEL 
FOOT ABDUCTING OUTFLARE LAST 


WHITE ELK BOOT 


FISIS 2, to 6 C,DE : < = a , Z a 
%. Ww : ss 
TAN ELK BOOT No : 


C1460 @/, to 12 B.C.D 


MINOR 93 PRE-WALKER They succeed 


where others fail 


FOOT ABDUCTING OUTFLARE LAST 
FULL SMOOTH LEATHER LINING 


A DOCTOR AND AN ENGINEER 


A FEW years ago an eminent orthopedist of Atlanta, Dr. Michael Hoke, 
. after many years of treating the foot disorders of children, was 
convinced that there were serious shortcomings in club foot and flat 
foot lasts for children. Dr. Hoke enlisted the services of Mr. W. O. 
Minor, of Atlanta, Ga., an engineer and practical shoe-man. With 


WHITE ELK BOOT 


P1505 00,0,1,2,3 C and E ' !' , 
his superb knowledge of the anatomy of the foot, combined with the 


mechanical shoemaking skill of his associate, the Minor line of specialty 
PIGEON TOE BOOT lasts was created. The shoes made over these lasts became so great 
in demand that the limited production of the manufacturing facilities 
were inadequate to supply the demand. A manufacturer of children’s 
shoes whose product was of the highest quality and whose production 
capacity would be adequate was sought. After many producers were 
considered, Altschul was chosen as the best qualified, with their long 
experience in the field of quality orthopedics, to produce the “Minor 
of Atlanta” Line of shoes. Now for the first time in their history the 


“Minor of Atlanta” specialty shoes are available from stock. 


nr \ MINOR FLAT FOOT 


Centeve 
LONG INSIDE COUNTER 
RIGHT & LEFT BREASTED HEEL 
MEDIAL HEEL STABILIZER ON INSOLE 


WHITE ELK BOOT TAN ELK BOOT 


F1520 4t088,C,D,E C1470 (SCUFF TIP) 8, to 12 C DE 


WHITE ELK BOOT Ste TWO-TONE TAN SADDLE OXFORD 


P1530 3 to 6 B.D EE ‘ M470 12' to 3 CDE 


pareve Catalogue J U L U S A LT S C H U sy | nc. 


Creators of "NATURES OWN" ® straight last footwear 
117 Grattan Street * Brooklyn 37, N. Y. 


SERVING AMERICA’S RETAILERS FAITHFULLY FOR 55 YEARS 
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SOON / 


You will see the NEW Rain Dears Deluxe by LUCKY. 
They will be shown here on the pages of this 
magazine. The Premiere showing however, will be 
at the Popular Price Shoe Show in New York City. 
We will be showing in Room /1665-1672 of the 
Hotel New Yorker, April 29th to May 3rd. Please 
be sure to see us there. 


LUCKY SALES CO., INC. BRANCH OFFICES 


NEW YORK — 47 W. 34th STREET 
MAIN OFFICE CHICAGO — 1944 W. SUPERIOR STREET 
941 EAST THIRD STREET, LOS ANGELES 
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Specialized Machines Xegacre 


‘Specialized Bele) | 
g ‘dj 


ee 


Check the savings in the WME annual service contract 


This case contains the gauge parts for 
aligning the wiper motions of the BM Toe 
Lasting Machine, Model C. They look 
simple but they are costly because they have 
to be made of fine materials to precision tol- 
erances. They are essential for quickly and 
accurately adjusting this machine. 

United men have available special tools 


like these for over one hundred different ad- 
justment, maintenance and repair jobs on 
many of the machines you use. 

Add to this their special knowledge of the 
machines they service —- knowledge gained 
from their own experience and from that of 
other United men — then you have the rea- 


sons why United is the best buy in service. 


UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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s fashions Forefront 


Votes on Important Developments in the Field 


Pi MPS for evening are very important, according to 
Margaret Clark of Jerrold, Inc. Last year we 
had pumps, did not do 
enough This shall do 
much more with them. They will have a straight top line 
back shape, \V 
shape, square o1 

Besides 


how 5, 


Margaret 


satin evening she noted, but we 
g 


with them year, she expects, we 


lowered and a variety of throat lines— | 


round 
satin, there will be brocade pumps with 
Phere Is ho buckle 5 
rhe buckles 


placed by high tongues of various shapes 


solt 


tiny or large news in except 


perhaps terribly tiny ones big may be re 
Heels will be thinner and thinner and most of them 19/8 
or higher. The new use of plastic makes these extremely 


heels heels 


shaped and about 15/8 in height are “moving in 


thin, high practical, Louis graceful and 


black 


with 


As to colors for street shoes, black is number one 
calf black or black calf 
color. In Miss Clark likes a 


a muted golden brown in smooth surfaces and, in 


other 
the 


with surfaces also in 


brown family, greige 
shade, 
suede, a khaki shade and taupe. She is a strong believer, 


however, in bright colors in smooth leathers for Fall 


« % x 


“INTERPLAY of Leathers,” 
scription of two leathers in one shoe, can be interpreted in 
this style 
Suggested combinations are Corkette trimmed with aniline 
Kaf-Appeal trimmed with aniline; Kafalope 
Fatted Calf with Corkette or Kafalope 
lated to be 


Vicuna for early volume 


Hermann Loewenstein’s de 


a variety of combinations from high tanner 


with luster 
color 


Among the 


important in these leathers are Cashmere 
Bonnie Tan for high fashion and 
This last i 
included by Barbara Trent, the company’s Fashion Dire 
tor. in their Off-Beat colors 
Fall Moss, 


gray which it is 


Faupe “56, described as warm and neutral 


Another important and subtle 
allied to the greeny 


Polished Apple is 


color is Spanish closely 


tree moss for named 


Halfu av To Fall 


Left to right: Imported straw trimmed with dull 
elegant matte leather, a transition pump by Laird 
Schober; Vinyl with dark heel 


suede, in medium 
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of Footwear, Fashions, Colors, Materials 


Very new 
I 


of colors 


that goes with everything 


full 


i full rulipe 


ale =f ribed d a color 
are a plush type of suede in a 


d in 


range nd a 


matte luster also dye 


BRILLIANT colors are 
too Jubilee 
Ruby, Antique 


alter-five 


ill line at A. ¢ 
kmerald 


Steel, cle 


part ol the new | 
Jewel Done 
Gold and 


Lawrence COMprise 


Polished 


and to complement 


Sapphire 
shia 
cribed 


your 


igned for costume 
frankly phoney and lot 


tock by Dorothy W Anche 


hion authority 


jewelry They are ae 


of tun, not a must tor 
son, the A. ¢ 


Textured 


Lawrence fa 
important with thi 
ilfskin, already in 
women Described a 
tucked leather 
Chute 


leather ire very lannet 


Continental i in aniline textured ¢ 


mens weights, now available in 


periect for the tailored uit hoe with heel 


it is being made in three important brown tone 
leak a russel 
black Mattine i matte 
been designed for all types of 
black it i uggested in ¢ 

ished calf or patent leather. Five 
this leather: Mushroom, a 
ished black ol dark 
with polished Pown Brown 
with polished black 
black 


bined with French Bread or 


a golden brown brown Sandalwood 


medium brown: and finished 


hrunken calf, ha daytime 


hoes. In ombination with po 


color ite being il ed it 


neutral, used alone or with pol 


brown Swi Chocolate combined 
kel Gray 
Red Pepper 
ubtly 


hl ith 


ill over or combined 


red 
intiqued; Peean 


poli hie d calf 


in orange combined 


with ind sometimes 


com 
ind subtl 
antiqued 

Other Fall 


popular Devon. a 


a 4 j 


mooth emi niin call 


leathers from iwrence include the 


kin 
Toppa and 


featured in 
color 


Topp i 
both 


i wide hion 


loned 
lined 


lor Ca 


range ot fa 
a mellow full grained kip. very important in 
ted 
hoe \ 


olte 


ind a selee range of color 


heeled 


ind 


unlined we ight 
Tittle 


lighte ! 


and 
ual 
leather for 


featherwe ight 


lined 


the t ot 


hoe 


halter sling, another transition style, from Vewton 
Elkin: “Elegant Last,” anew delicate wall in spectator 
strap for this midway season, a Mademoiselle shoe 





Rane hide. de signed for casuals and the “little heeled shoe” 


in a range of colors. Golden Ranchide is the dramatic 


version for after-five shoes. This gold may be sponged off 


with soap suds and it never tarnishes 


* * % 
Wirn Agoos Leather Companies the taupes and browns 
will sell first to be followed by the bright Calypso Colors 
bour shades, grouped as new Continental Colors, com prise 
Verona 
Ville, a 


Monaco, a distinctive soft, light, brown-taupe shade; 


described as a deep, brunette taupe; Taupe de 


handsome, medium taupe with a fresh looking 
lone 
Curry, an elegant interpretation of the warm, yellow-brown 
family 

The new Calypso colors include a bright Emerald, a 


The 


is the brilliant red which was such a 


Persian Gold, an Electric Blue and a Burnt Orange. 
fifth color, Searlet 
striking innovation combined with black early in the Win 
ter of 1955-56. Both the Continental group and the Calypso 
Colors are featured in the Agoos doeskin suedes 

rhe Agoos style authorities point out that both groups 
of colors have high fashion importance with the ready-to 
Fall and Winter 1956. The Continental 


wear colors for 


group of taupes and browns are recommended for wear 
with black and brown as well as taupe in costumes. 
Another new color in the line is Cameltone, described as 
an entirely new camel shade, with full rich tone and added 
depth, designed for medium and low-heel patterns, spec- 
tators and flats. Sugarpine is another new color, called a 
fresh new pine green, warm and deep, yet not too dark, 
planned to harmonize with the new green woolens that 
will be so Three included in the 


prominent, grays are 


Fall line. all of them continued colors. Gray Onyx, Smoked 
Pear] and Moonstone, providing dark, medium and light 
shades 


, a * 


JEWELED shoe ornaments are more important than ever 
for the coming Fall season. Rhinestone Creations is fea 


turing pearls, rhinestones on pearls, and cutglass that 
throws off light according to Charlotte Gould, company 
spokesman. Mother-of-pearl with rhinestones is another 
attractive way of combining two oppusite surfaces the 
smooth and creamy with the sparkling. Multicolors are im- 


portant for children’s shoes 





Neutral Rugs a Selling Asset 


INDIVIDI AL light-toned rugs in front of every mirror 
along the walls of Pat’s Booterie, Boulder, Colo., are a 
unique, and effective selling asset. 

Pat's Booterie is one of Boulder’s largest shoe stores, 
dealing exclusively in better-priced lines and, as might be 
expected, it is carpeted wall to wall. The carpeting is a 
rich, oriental-figured broadloom in tones of gold, brown, 
and rust 

rhe 
emerged as a 


Dick Wattles, 


to judge the appearance of their shoes, particularly where 


which was custom-ordered for the store 


very colorful nature of the carpeting actually 
“selling drawback,” however, according to 
store manager, “Customers found it difficult 
colored footwear was concerned,” he said, “against so bril 
liant a background, Consequently, we decided that a better 
selling job could be accomplished if we set up special se 
tions of carpeting for the customer's use in studying colors 
and styles.” 


The 


carpet 


was the installation of an off-white cotton 
in front of each of the full length mirrors 


With a tightly 


individual 


result 
5x5 feet 
on either side of the Pat's Booterie store 
woven, easily-cleaned surface. the sections of 
carpeting provide a completely neutral backeround against 
which any pair of shoes shows up to best advantage. Cus 


Italian Slip-ons, Gored and Elasticized 


tomers quickly recognize the purpose of the carpets and 
spend more time in admiring their shoes from all angles 
in the mirror. 

As a result, sales have been easier to make and it has 
likewise been less difficult to “trade up” customers from 
lower priced sales into top quality, better-finished lines 

Come In and Slide 
No! only maintaining a slide for children but constantly 
encouraging young customers to come In and use it, is a 
promotional step which constantly aids in building chil- 
dren’s shoe sales volume at Pat's Booterie in Boulder, Colo. 

Dick Wattles, manager, makes extensive use of follow- 
up cards to keep the youngsters returning to the store. In 
addition to “automatic follow-ups,” which are sent out 30, 
6, and 90 days following each shoe sale, thanking the 
customer for the business and reminding them to keep a 
close watch on the rapid growth of children’s feet, the 
store sends a personally-written birthday card to every 
juvenile customer whose name is recorded in a permanent 
birthday file. 

On all types of cards sent out as a result of past sales, 
Pat’s Booterie mentions its slide and invites the youngster 
two. 


to come back and enjoy a slide or 


yr x 4 
af TIEITII 
, f % 


These attractive men’s slip-ons were imported re- 
cently from Italy and will soon be seen in modified 
versions in American footwear, Assymetric style at 
left, features Thomas Taylor's TayloPleat Shugor: 
center style uses a concealed Shugor strap while the 


style at the extreme right features a linen base 
fabric combining elastic and non-elastic materials, 
woven into an “original” material by Thomas Tay- 
lor’s Knitting Division. This style was made in 
Ferrara, Italy, by the Castle Shoe Company. 
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HOWDY, OUR FRIEND MR.FLATBUSH HAS A 
PROBLEM. HIS BUSINESS [S SLOW, AND HE'S 
WONDERING IF WE CAN HELP HIM OUT. 
























MAYBE YOU 


g 











HOWDY, YOU'VE GOT MORE THAN TEN 


MILLION FRIENDS. HOW 
KIDS IN THIS TOWN TO 


GET Te] 








COME IN HERE?G, § 
IN HERE? 

















a 








SEE HOWDY/ I TOOK YOUR 
ADVICE AND IM PLANNING TO 
PROMOTE ‘EM IN A BIG WAY. 





IT'S SIMPLE.MOST OF MY FRIENDS LOVE TO WEAR THE SAME 
WELLCO FOAMTREAD SLIPPERS THAT HEIDI AND! WEAR. 
THE ONES polly} AA ian 

















CAN FIGURE OUT HOW HE } 
GET MORE PEOPLE TO COME 







“(THE STORE DOES 

LOOK EMPTY EVEN 
WITH THE BIG SALE 
~\ HE'S RUNNING / 















COME , COME, HOWDY 
THINK OF AGOOD IDEA / 


































WELL,HOWDY, BUSINESS IS 
SURE BOOMING WITH nea 


Sn 04 























BD WASHABLE 
























Weis 








FLATBUSHS SHOE EMPORI 
Sorry 904 




























































Combine the terrific sales 
appeal of Howdy Doody with 

Wellco FOAMTREADS—the washable 
slipper that millions of mothers 

prefer on its own merits —and 

the only thing you'll ever have to 
worry about is handling the traffic. 






* DYNAMIC DISPLAY MATERIAL 
* HOWDY DOODY COMIC-STRIP MATS 








EVEN THE BOX HAS SALES APPEAL! 



























The full-color box provides cut-outs for a miniature 
Howdy Doody TV stage set. 


FREE: HOWDY DOODY GIFT RING IN EACH BOX! 
WELLCO SHOE CORP., Waynesville, N. C 






















MOMMY! 
BUY ME A PAIR 
OF THOSE 





STYLE and FIT 


sold these shoes... 


orn is the word for FIVE STAR shoes 


they‘re a brilliantly styled line with the “staples” of 
today combined with the forward look of tomorrow. FIVE STAR shoes are fittingly made to promote 


healthful growth and comfort for the feet of young America. The important thing for you, the dealer, 
is more and more parents have come to realize that the name FIVE STAR surely means the perfect 
combination of style and fit. Drop us a line. You should know more about FIVE STAR 


Old Pale WCKY STAR Wonder Welt 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Island City 1, N.Y. © Marbridge Bidg., Rooms 403-405 *¢ STillwell 4-1975 
56 
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MIAMI STILL SAYS WHITE 
FOR SUMMER 


EARL in the season some Miami 
shoe dealers ventured to predict that 
the white shoe would come back into 
first place as a Summer shoe. Today 
that prediction is stronger, and more 
white shoes are being sold than for 
There is a com- 


black, and 


black and white that is moving stead 


some seasons past. 
bination of white and 
ily. Yelhow and pink were also being 
Yellow 


continues to be in a good place, but 


watched as color favorites. 


pink is not so prominent. Bamboo 
beige is a golden neutral that is hav 
ing a big play; a beautiful blend with 
anything, and it has been hinted that 
it may replace white as number one. 

Heels continue to be all absorbing 
The chain store popular priced lines 
are showing heavily jewel incrusted 
heels, and these are growing in popu 
larity as the price drops into the 


bracket. 


heels are interesting, and then all the 


popular Carved bamboo 
heels of aluminum, silver icicle, gold 


inlays, inplanted bright flowers in 


lucite-——all and many more are being 


shown. However, we are seeing a 
wide variety of fancy heels other than 
the high slivers, and these are among 
the best sellers, dealers report. 
There is a lot of vamp decoration 
Beautiful detachable 


metal and jewels, and they are gain 


ornaments of 


ing in favor 
First is 
the complete cover-up job in a tradi 


Two models are important 


tional pump, and, second, the 


decolletage—-the barest, most backless 
of a halter model. 

Wedge 
new wedge, curved to lend lightness 


Jordan Marsh 


featuring a nice line of 


heels are prominent, the 
and grace to a foot. 
has been 
wedgies in a wide range of colors, in 
straw cloth, patent, print fabric and 
calf 1 hese are 
shoes of the season, stylish and com 
fortable 

Cowen’s has been pushing white as 


among the popular 


the shoe with a “genius” for accom 
panying every resort color. They also 
promote as a high fashion item a 
pump in black and white cut velvet 
Very smart and different. 

Selby’s has 


spectator, high or 


introduced a_ classic 
medium heel, in 
several color combinations. The most 
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striking is white with patent heel and 
trim. 
Burdine’s has a new classic pump 


in several color combinations, with 


preference going to the white and 


black patent. For casual wear they 
are showing a line of foam cushioned 
straw 


The tt 


models to chose 


wedgies in a variety of kids 
rafhas and mesh combinations 
are a number of 
from-—-a pump, sling back, sandal and 
others All are 


comfort, but it is comfort with high 


recommended — tor 


style 

Hartley's is another popular shoe 
shop where wedgies have been high 
lighted. This makes a fine play shoe 
with plenty of style, and in a wide 
color and material range. For high 
dress they are doing well with high 
heeled pumps, also halter slings. One 
particularly attractive model that has 
had a nice acceptance is white pearl 
ized calf with Oriental pastel overlay 
of pale pink, lemon and Florida coral 

Richard’s is another well known 
shop that is doing well with wedgies 
They also feature a lovely shoe in 
Florentine lace, black or white 

* ” * 


LOS ANGELES PLUGS 
NEW SPRING SHOES THEME 


THe Easter drive is on in full foree 
in retail stores in Los Angeles, plug 
ging hard at the “You ll Love the New 
Shoes” theme Newspaper 


Spring 
ads, models in the stores, ribbons on 


personnel, window displays-—a con 
centrated effort has been made city 
wide to put across the idea that she 
just must have several new pairs of! 
foot coverings for Spring 


Possible effectiveness of the drive 





| 
} 
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HOODED HEEL PUMP 








The “hooded” heel again focuses 

fashion interest on the heel, which 

has had a lot of attention lately. 
Kempner's Little Rock, Ark. 


brings many conflicting opinion 


Some retailers interviewed felt that 
it had provided tremendous sales im 
petus: a few declared they couldn't 
see where it had done anything at all 
The latter stated that Spring was buy 
ing time; felt that sales would have 
been made anyway 


\ third 


declaring that they weren't 


Mroup were fence-siltet 
ure how 
much or how little good it had done 
but they were sure it hadn't hurt any 
Regardless of the possible effect of 
the promotion, retail sales have been 
good in both department and specialty 
tores The weather has been mag 
nificent with several weeks of bright 
liquid sunshine and daytime temper 
tures in the 80's. The mood has been 
definitely Spring and hoe selling 
reflects it 
Fashionwise patent leather and 
vinyl are holding a solidly entrenched 
position, Unquestionably the leader 
in non-casual classification «oO COM 
plete has their acceptance been that 
they are no longer worn only as a 
dress-up shoe. They are seen in busi 
ness offices, with suits and dresse 
in fact, any occasion which doe I 
require a true casual They are even 
een with cotton prints on occasion 
The shoeless shoe look | ery big 
halter 
slings. hoax-heels and delicate heel 
hold the potlight [he 


height heel, very 


Heavily cooped sling pump 
medium 
thin so that it look 
high but isn't, has gone over big 
Springolator are extremely popular 


n everything from covered ip kid 


to barebacked patent pump 


TRAFFIC GOOD IN 
NEW YORK STORES 
I is too close to. the 
Keaster selling peak of March 31 to be 


ible to 


il for this important period How 


last-minute 


gauge the actual volume of 


ever, merchants indicate that in spite 


of poor weather, for the most part 


trathe in store Wiis good selling wa 


active and good figures were regis 
tered 

Certain the shoe retailers them 
elves made a determined effort to get 


is much of the consumer's spending 


dollar i they could They 


extensively and often and put on ape 


sdvertised 
cial promotion in ne stores and ar 


partment promotions of colors 
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leather specihce patterns, et In 


ome cases, they even rearranged 
their departments, putting shoes and 
fore- 


accessories in the immediate 


ground so that customers would be 


intrigued and interested enough to 


follow through. Merchants put an em 
phasis on the “occasion” and the 
necessity for a pair of new shoes to 
complete, set off or enhance the cos- 
fume 

Specifically, promotions highlighted 

black patent leather 
printed 


black 


colors as well as 


(alone or in 
combination with leathers) 
leathers suede and 


off-beat 
Many of the stores fea 


textured 
neutral 
fruit colors 
tured beiges. in all the shades from 
the pale and the flax to the darker, 
deeper tones and carried the accent 
through to the purse, gloves, belt and 
scarf, One of the department stores 


emphasized leather--shoes, garments, 


ACCESSOTICS throughout the entire 


store during the month of March 

Pumps continue to be the Number 
One style favorite and an important 
consideration is the heel, as to height, 
stacked or covered and novelty. Other 
highlights that figured prominently in 
the retail promotions, in addition to 
those indicated above, were: softness, 
lightness, flexibility and fit. 

In children’s shoes, most of the 
promotions centered on patent leather 
and dress-ups in straps or pumps for 
the girls and “continental and casual 

trend setting shoes for boys.” 

Retailers are encouraged that busi- 
ness in the coming weeks and months 
will be good. They feel that con 
sumers are accepting and responding 
to the new styles satisfactorily and 
are placing their orders accordingly. 
The apparel picture has brightened 
considerably at the retail level and 
that generally adds up to good shoe 


business too 


PATENT, BLUE LEAD 
CHICAGO VOLUME 


Wi TH Easter now accounted for, 
Chicago retailers are expecting to get 
their first real feel of the lighter 
colors and materials. However, this 


urge probably won't begin in any 


degree until the middle or latter part 
of the month, Dark shoes traditionally 
sell in substantial quantities here 


April. The flax, 
French bread, coffee frost, and other 


through much of 


light colors will receive promotional 


attention this month, however 


58 


As far as volume goes thus far, 
patent has been the top seller in most 
outlets, and will probably continue 
80 for some time. In addition to solid 
patents, there has been good activity 
in patent combinations, such as patent 
and red and patent and gray. O’Con 
nor & Goldberg has run a number of 
In some 


of the more conservative stores how- 


Pauls shoo 


classic spring 


navy 


at its fashionable best 


1 6” 


Fitting every 
foot pertectly 
from AAAA 

to B widths, 
this slim and 
elegant calfskin 
pump teamed 
with grosgroin. 
Alse in patent. 
The bag is 
14.50 
plus tax. 


promotions along this line. 











Charge 
Accounts Invited 
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Navy is a sure thing once again in 

most localities This advertisement 

plays up its fashion rightness. Paul's 
Shoes, Fort Worth, Tex. 


ever, blue was favored over 
Wedgwood and flight blue have been 
favored, and the former has continued 
The light 
good 


patent. 


to show surprising strength 


shades mentioned above had 
activity, and are about to become vol- 
ume factors. The true tans in tailored 
shoes have been active and corkettes 
in demand, particularly in styles with 
stacked heels. Red has been showing 
up strong for some time and has been 
particularly good in the $12.95 and 
$14.95 price field. Red was not in 
the early fashion picture, so some re- 
tailers have been caught short in the 
demand. 

Vinyl picked up considerably for 
southern wear and is expected to be 
a big factor for Summer. In the high 
styles salons, indications are that the 


trend will continue to favor pinks 
blues, and amber, as well as some in 
They will 


evening 


teresting smoked versions. 
also be important in the 
family. Plastic heels being shown for 
the first time on higher priced shoes 
are being accepted. Blum’s Vegue has 
promoted pongee alligator as a fash- 
ion factor with considerable success. 

Mules have been picking up and 
Springolators will be a dominant 
Summer feature in all types of out- 
lets. Open types will take over from 
now on, although there is also a smat- 
tering of interest in pumps in the pic- 
ture. Spectators have started to show 
activity, and promise good acceptance 
in the new tans and white and Wedg- 
wood and white. 

Practically all types of stores had 
the best sale of straws and other types 
of casuals in the first three months 
this year than ever before. The beige 
range of colors is expected to make 
them particularly good throughout the 
Spring. In fact, in some stores as 
much as 80 per cent of the Spring 
run on casuals was in the beige fam- 
ily. It has been noted in this early 
selling that enthusiasm for the pas 
tels, particularly pink and blue, has 
lessened somewhat. An increase in 
demand for whites in both dress and 


color is expected to replace it 


ST. LOUIS SELLS PATENT 
AND PROMOTES BLUE 


SHOE buying in St. Louis proceeds 
Wild pre- 


Easter stampeding for new footwear 


with steady conservatism 
is conspicuous by its absence. Fickle 
March days have contributed to the 


[TURN TO PAGE 60, PLEASE] 
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GEORGIA’S TOP VALUE 
FOAM INSULATED BOOT! 


...» Now more than ever 


YOUR GREATEST BOOT VALUE 


and still 
Retailing Profitably 


«$19.95 


and featuring ... 


3 Special Leathers from 
3 Different Animals 


COWHIDE (WATERPROOF) UPPERS 

HORSEHIDE GUSSETS RS a 4s"the heart co 

PIGSKIN INNERLININGS Le a pannus ronment 
ita "$8.25 


ORDER NOW! FOR IMMEDIATE DELIVERY _ 10.2200 


TOE 


PAY SEPTEMBER 1ST! ee 


$6.25 


Last year this Georgia Foam Insulated Boot was a top value seller 175 
6’ BLACK WATERPROOF 


in its field. Now, Georgia adds features that take it still farther 
out in front! The new Georgia insulated boot uses three special ., 
leathers, each proven best for wear and comfort in its particular 8.25 


part of the boot. Add to that a bonus in the form of new higher GENUINE 


quality foam rubber insulation and Georgia's other proven fea- 
tures, and you have a fruly sensational value. GOODYEAR 
WELTS 


WRITE FOR GEORGIA'S LATEST CATALOGUE OF INDUSTRIAL 


WORK SHOES AND BOOTS. | pees 


GEORG SHOE MEG. COMPANY Ce 


Never Has and Never Will Compete with You at the Retail Level. INDUSTRIAL BOOTS AND SHOES 
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1 rafhy on 


below-freezing days has been 


polly purchasing windy 
worri 
scattering of eighty- 


brisk 


ome, while the 
degree days saw activity and 
rewarding sales 


Pumps of all types continue to be 


best sellers for women, with some in 
terest also in open toe slings and 
halters 
Patent shows no signs of yielding 
its top spot materialwise, with one 
reporting ten pairs of patent 
Another 


reports 70 per cent of sales are patent 


dealer 


sold to two of anything else 


leather 

Maintaining that patent sells itself 
one leading store has put heavy em 
phasis, both in ad copy and store 
A full page ad 
NAVY, 


featuring 


promotion, on navy 
gives “4 Fashion Cheers for 
on deck for 


navy as interpreted by four top de 


Spring °56,” 
signers. Another prominent store de 
voted a two page spread to navy for 
Spring, including apparel, plus shoes 
and hats. In the brown family, French 
bread and flax take popularity honors 
in St 


Mediterranean blues ranging from 


Louis stores 
an almost green to an almost-blue 
were specially promoted by Stix, Baer 
& Fuller, tying together shoes, gloves, 
bags, costume jewelry and other items 
in the accessory group 
Although retailers in the St 
urea did not tie in with the National 
Shoe Institute’s “You'll Love the New 


l Ouis 


Spring Shoes” campaign, retailers 


CONTINUED FROM PAGE 58] 


have given heavy play to shoes in cur- 
rent advertising In addition, on 


March fourth the St 
Democrat gave a half page of editorial 


r 


Luis Globe 


play to children’s Spring footwear 
This feature drew many telephone or- 
ders for styles portrayed and thereby 
helped departments launch their sell 
ing for the Kaster Parade 


While the emphasis in the feature was 


junior 


on patent leather, stores are also re 
porting many sales of white smooth 


and white luster, some with gold 
touches, 
One soft, 


Switzerland men’s line has met with 


some open toe. 

thoroughbred-crafted-in 
good response from St. Louis men in 
the six months since the line was in 
troduced. In the men’s footwear pit 
ture, softer construction and a gen- 
erally more light hearted appearance 
are gaining in popularity 


% , ¥ 


PRE-EASTER GOOD 
IN BOSTON 


Desert E the fact that, with few ex 


ceptions, the weather has been bad 


Boston shoe stores and departments 
are closing the pre-Easter season with 
figures ranging from the same as last 
year to “better than average.” Selling 
of the new colors started early in 
stores all over the city after which, as 
has been the custom, promotional 
efforts were concentrated on the pet 
ennial favorites, navy blue and black 


patent “We show the new color 


sete = 


f SIMPSON 
GOADOW'S ,) 


Dhow 
Say. P 


Fashion Casuals 
by the laster (f edyman 


Mok Fae 


’ ee tad a 
. | ” 

: awe 

ee nr 


< 
= 


Mel Preston, the master wedgman, is the inspiration for this layout. 
Vanishing heels, hi-wedges, medium wedges and clogs are featured in 
many colors and materials. Simpson-Gordon's Shoes, Charlotte, N. C. 


first,” said one merchant, “and then 


promote heavily what we Anow will 
sell.” 
Most retailers are 


opinion that post-Easter business will 


strongly of the 


better. in fact, 
They also feel, 


variety of 


be better than good 
than for several years 
however, that the wide 
pushed this season is 
effect of 


women customers rather than increas 


colors being 


having the confusing the 


ing the sales volume 

The Back Bay store of Kay’s-New 
port at 424 Street, 
that during the third week in March 


approximately 95 per cent ol the pat 


Boyston reports 


terns sold were closed pumps, many 


of them carrying the 15/8 illusion 
heel. Customers also showed enough 
interest in the more opened up types 
such as halters to 
lead to the belief that these will be 
strong after Easter. Best selling colors 
black in leather 
bread, red and blue. It is 


believed at this store that the drop in 


mule types and 


have been patent 


French 


popularity of blue from second to 


fourth is the result of women’s desire 


to have shoes which contrast with 


their blue Spring suits rather than 


match. This desire, it is said, has put 
red ahead of the more conventional 
navy. This store reported business 
ahead of the same time last year 


The R. H. White Co 
store, has found black patent the best 


a department 
seller both in pumps and in halter 
types, with French bread second and 
fiax, third. Business here, too, is re 
ported as ahead of last year with 


prospects bright for i post-Fastet 
business which is expected to be bet 
ter than ever before 

At the department store of Jordan 
Marsh 


quality 


Company, first of the high 


outlets to show the newer 
colors this year, it was reported that 
“business 


considering the weather, 


has been not bad.’ The demand 
however, has centered on navy and 
black patent with a fairly wide variety 
of patterns, mostly of the pump type 
“There's nothing new in navy.” it was 


effect. “Dark blue has 


pre-Faster seller for 


reported in 
been i many 
years.” 

\ surprising demand for straws 
was reported by Conrad & Co., Winter 
Most in de 


mand in this material, which normally 


Street specialty store 
does not sell well until the weather 
has become somewhat warmer than it 
has been, have been straws in light 

TURN TO PAGE 70. PLEASE 
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H-PUTPORE hoot for Work or play 


ry: 


RUFF 'n TUFF 


Boost sales with quality footwear 
styled expressly for the modern 
male. Here is practical, casual 
foot comfort in good taste for 
town and active outdoor living. 














feat ol Molalla) 
el ame fe) aa, | 
TEXAS 


Robust styling in an 8” boot of natural ruff-out premium quality Justin 
boot leather. Scuff-proof ... requires no polishing. Smooth surface inside 


will not chafe. Crafted over orthopedically correct combination last to fit 


properly and hug the heel. Spring steel arch support gives exceptional foot 


comfort for walking, working, riding or leisure wear. 
Durable Neo-Cork sole and heel will not mark floors. 


COMPLETE LINE OF COWBOY and Style No. 3500 
SPORTS BOOTS WITH FULL-PROFIT MARKUP 


413.95 
World Famous for Quality Since 1879 RETAIL ° 


IN STOCK + WRITE OR WIRE FOR INFORMATION 


JUSTIN BOOT COMPANY : P.0.Box 548 + Fort Worth 1, Texas 
Wheve Boot, Making Is Sill a Dine bel 
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read the handwriting on the wall... 


All the signs point to a popular revolution! Customers are paying more, 
buying more shoes. It’s a growing trend 


a great chance to attract new busines 
in better merchandise more business in the traditional price ranges 
Watch the big operations branching out over the land . the independents, the department stores, 

the chain stores they’re going out to the heart of huge, new customer markets 


by locating in planned shopping centers. And the popular revolution goes with them! 


And the heart of the new revolution in shoes is the Popular Price Shoe Show of America 
The PPSSA is the pulse of the nation’s trends. It pumps new blood, pours a steady flow of ideas into the 


industry, keeps you continuously informed of the limitless potentials of profits in this 
multi-billion-dolla? popular price shoe market! It’s a “must” for 1956! 
immediatel 


For exhibit space check y with PPSSA. 210 Lincoln Street. Be 111. or call Liberty 2-039 
P P ro sony f\ Hotels New Yorker and Sheraton-McAlpin—April 29 to May 3 


, 


. por t The New England hoe and Leather A clatie 7 The Nat 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 
Manufacturing 
lid Markets 


St. Louis 


THE problem of price increases holds the spotlight in St 
Louis. Forecasts of higher shoe prices for Fall are reported 
from all sides, with from cent 


guesses running flour per 


to five per cent 
The actual cost of making shoes is higher than it was 
freight 


six months ago. Leather, material, findings and 


have all gone up, in addition to the compulsory increase 
that 
elevated prices will come about in the scheduling of more 


Sto k 


in the minimum wage for workers. Indications are 


patterns in the top price end of the lines. Some 
numbers may see no increase at all. 

A spokesman for General Shoe has definitely announced 
that Fall shoes are now being offered to retailers at prices 
four per cent to five per cent higher than current levels 
He adds that operations continue to run on a level higher 
Unfilled orders are higher and customer 


than last year. 


reorders are coming in at an increased rate over last year. 
Mr. Henry 


nounced to 


Rand, president of International Shoe, an 
stockholders that Fall 
scheduled to be introduced about April 1, would be priced 
Orders for 


the Spring selling season were reported as still ahead of 


International's lines 


higher. Amount of increase was not specified 


the comparable period last year. 
One 


indicated that he sees no price rise in his immediate picture 


manufacturer of women’s footwear has definitely 


because he advanced portions of his line last October. He 


deplores the surprise element in the price rises, since 


several months ago that 


This 


ports good activity in the fill-in business 


manulacturers were forewarned 


higher prices were in the cards manufacturer re 
with mail orders 
running solid. 

Several manufacturers of children’s shoes in St. Louis 
have indicated that they will not raise prices at the April 
Shoe Show. In fact, two manufacturers are offering special 
reductions on plain patterns and on some patterns not 


requiring premium-priced materials, so that retailers may 


take advantage of a higher profit margin 


( hicago 


With the 


operate on @ S81x 


THIS is tle lull period in the Chicago market 


exception of the larger outlets which 


week open-to-buy policy late Spring and Summer orders 


Fall orders 


although there ha 


ire all in and on the production line 
until the 


wont 
hegin middle of this month 


heen some advance sampling here and there. Busines 
wis good at the retail level and has been responsible for 

fill-ins. These 
blues chiefly 


rise in demand for 


steady flow of have been concentrated 


n patents and although there has been a 


reds s| here have also been some re 


orders in the beige and tan family, and demand for whites 


has stepped up. Second run orders for Summer have 


produced da stepped up demand for Springolators which 


continue to gain momentum. A number of shoe 


of the that they will 


men are 


opinion become a major fashion 
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factor in the business They see them as continuing into 


with 


forecast volume by next Spring Their use 


shoes lower timulate 


heels is expected lo help 
demand 


No strong indications ol | ill trend have hown up yet 


Beige and the tan range will undoubtedly be important 


However most shoe men are hoping lor a strong prome 


tional theme particularly in color Taupe flavored in 


some quarters, but is viewed with caution in other Phe 


feeling is that something apart from the black or brow: 
family is needed and it hasn't yet appeared 
adv ince order 


lolded Lop line 


Pumps will probably be first on most 
However, there is some question about the 
with enthusiastic 


Plastic 


expected to help solve some problems in the high 


Reaction has been spotty acceptance U 


some spots, and slow activity elsewhere heels are 
fashion 
salons, which have had trouble with returns on breakage 

fashion stores have cut thei 


little a 


During the past year most 
period to 60 days, and some to a 
rhis has 
picture and is 
field 

placing 


This is 


open-to buy 


six weeks been forced by the breadth of the 


style rapidly invading even the average 


However, at the ame time many re 


their 


independent 


tailers are advance commitments earliest 


than ever causing some marked change 


scheduling these same retailers are also 
delivery dates considerably. Experience ha 
sell advance styles if they 


At the same 


retailers can them and 


promote them time they can get the feel of 
consumer acceptance to guide their later and heavier con 
trend and one that 


mitments. It's a growing 


all down the line 


Milwaukee 


Mii WAI KEI irea shoe tactori ire readying 


ifter Faster and 


many adjustments 


for salesmen to start out with 
| 
running full 


Retailer 


Tine ire time on Summer 


Sprin ind 
| 


production have been found to be in a happu 


mood than for some seasons and re-ordet were Dbeginnin 


W hile isty weathe! 
March curbed retail 


to pile up in a number of plant 


conditions in late February ind early 


busines omewhat, store till were eag 


r 


Spring and Summer orders than a year ago 
In practically every manufacturing plant cat 
ire running 


period 1954 


from 10 to 18 per cent aheae 
While Work lho bu ifie 


thie biggest vain now are hown 


year considered 


No. | in importance, black is ¢ 


ago and is leading in combination 


hantung mooth leather 
ind with other tabs 
{ 


most ictori 








Shoemaking Facts 
about “‘Celastic”’ 
Soft Box Material 
” Speeds shoe production be- 
cause it readily accepts 
steam for excellent worka- 
bility at toe lasting 
Plenty of resilience 
“snaps back”’ every time. 


Soft Box Material Used with latex 


A material for every shoe 


Adds the Feeling of Casual Comfort aia 


shoes. 





A material we're proud to have bear 


This newest of ‘‘Celastic’’ materials produces the firm, yet yielding, = Bjerecatng Fw bd 


toe which more and more women look for . . . and buy. Because it’s 


durable, toes will always look their best when made with soft-box 


“Celastic’’. Shoe manufacturers: for a demonstration or samples of 
this material call your United branch office. 


*Cotastic is @ reeistered trade 4 the Cotostic Core 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Manufacttring and Markets 


CONTINUED 


walking type of casual, a manufacturer said. Heel height 
of 14/8 is most popular and smoked elk is outselling all 
White is stronger than for several years past 


other ( olor = 


in casual as well as in dress shoes for women. 
Manufacturers of children’s shoes are extremely cheerful 
over this Spring’s business and see no letup in sight. “More 
buying two even three 
their children,” one executive 


like Mother's Dad's 


school shoes and often casual styles, too 


and more mothers are pairs or 


said 
they 


pairs a season for 
“With the 


want dress shoes, 


styling and today, 
Even what we call the staples do not go to school and 


church—one style will be used for sehool, the other for 


Sunday wear. Retailers can do a terrific job in promoting 
not just shoes for children, but specific shoes for specifi 
eceasions for the youngsters.” One-strap patents for the 
smaller girls, tailored little flat pumps in patent and in pas 
tels for the older ones, and saddle shoes in brown and white 
black and white and blue and white combinations are most 
popular. Another leading children’s shoe manufacturer said 
that orders for smooth leathers in blue, red, bright browns 
and pastels have been unusually good this Spring in two 
styles in particular (retailing at $5.95 to $8.50), a sturdy 
one-strap with round leather buckle, and a buckle loafer 
Still of a 
crowing boys’ shoes (SIZes 2 to 9) has reported Sud h excel 
lent that a 


manufacture the junior line 


New York 


From cutting room to fitting room and all the operations 
New York 


shoes. Up to the present time, production was mainly for 


type shoe another manufacturer new line of 


response new plant is being started just to 


in between, shoe factories are busy producing 
immediate delivery, in time for the Easter peak selling at 
retail and with an emphasis on Spring shoes for women 
Now, the prospect is for a continuation of 


weet ks 


Sum 


and children 
this 
with the emphasis on instock 


activity, right through the next ten or more 


reorders and the real 
mer shoes. Prices are stable and there doesn’t seem to be 
any likelihood of a change or rise for the time being. 

interest to be in white 


shoes, the seems 


silks, 


with 


In women’s 
kid, calf 


with gold, white 


suede straw, ete either solid or white 


pastels or bright colors or white 
Some manufacturers report that the pale 


Others indi 


with pale beige 
getting good reaction 


Phat is still 


beiges (flax, ete.) are 
cate disappointment with blue an unresolved 


color with some 


Summer brights and Summer darks are in the proces 
June 


that 


of being manufactured, for delivery some time in 


From the ready-to-wear markets comes the report 


black is very important in apparel. It has already been 


this emphasis on the 


Black 


and naturally 


black 


continues to be big 


reordered puts an 


dramatic shoe as a complement patent 


leather 
Vinyl, in all the wide range from the clear to the pastels 


iid the intricate patterns, continues to be important and 


some of the manufacturers who have been wary of it on 


the first run are now making some in Summer noveltie 
in the moderate price lines 
Manufacturers of 


most 


children’s shoes report satisfactory 


Cases, business Nas 


picked up and 
In this 


production. In 


expectations are that it will continue to be good 


April |, 1956 


PROY 


63 


category ( pecially nstock 


department 
that 


nently and manufacturers indicate orders have 


coming in ata good rate 


New England 


bu Brotherhood of Shoe and Allied Craftsmen in 
pendent union representing workers in several men 
factories in the Brockton 
offer made by the A 


13 employing firms 


rwccepted a wa 


Industrie 


district have 


increase ssociated Shoe 


comprising Under the terms of the 


two vear i five per cent 
April 30 and another 
Furthermore, effective 


increased to $1.10 


contract, which runs for 


will be 


will be 


new 
effective on three 
added 
rates of pay are 
OO day 
1957 
the third to be 
1956 and 


(,reater Bo ton nal the 


Increase 
per cent next yeat 
April J 


hour 


minimum 


ifter a total of from date of hiring 


to $1.125 on January 7 
negotiated here in New 
Decen 
adjacent North 


United Shoe 


This contract is 
Kngland covering 1957 wage Late last 
ber, factories in 
with the 


recently the 


Shore reached a similar agreement 


Workers of 
Was given by a 
Broadly 


all companies not 


America, and more ame increase 


mall group of New Hampshire firm 


peaking, this establishes the wage pattern 


immediately aflected. Some already 


reported to have followed suit voluntarily. [It also thire 


the spotlight again on the subject of price it which 


will be wholesaled when the ea ball run get inder 


With all 


experts are 


major manulacturimn (trsl higher factory 


figuring ways in which the expected 


ke pl to a 


now 


minimum and thus counteract 


irticularl 


mncrease can he 


the resistance now seen certain to come p 


volume buye ! 


Los Angeles 
a ee 


shioe 


operatin 


tion, turning out Spring reordet 


Fall line 


being delivered at the pre 


preparing the with the other 


On the lines 
interest in dre ier ca 


lacturers report big 


flat howing a heavy trend toward color 
The textured leather ine 


kal lope 


interest 


the parade important and 


fair to remain so corkette, camibuek 


ou much Some ftactori report thei 


1 ¢ ( we beige ved ood olt’ blue in 


The straws and rafha till have their place 


thie textured leather ire claiming i oti 


market 


Any discussion of the po ble outlook for the ka 


rin ome disagreement Only on certain points do ft 


ill agree first, that vinyl patent ind pringolator 


truction will continue to hold their place New atyle 
all the 


binding 


feature vinyl in a combination of trim ranging 


way trom hiny patent to sot ther 


The reverse al o expected ere 
invl trims and sling Combinations leather 
Black 


trimmed with na 


strong in the new line elluto 


black 


red velluto trimmed 


continue 
with patent navy sede 
with black 


leather for 


trimmed 
call 
of different 


patent. Combinatior 


textures of body and trim but 


the same color will also be shown 











What Retailers Think 
About Cooperative Advertising 
[CONTINUED FROM PAGE 44] 


The replies: 35 cent 65 
cent no 
Many of the “yes” group emphasized 
that they were not seeking concessions 
it were seeing this simply as sound 
means of doing more 
would help sell more 


and manufacturer 


per yes; per 


business—as a 
advertising that 
hoes for the store 
alike 
Question 4: Do 


“a manufacturer 


you feel that where 
offers a 
he is “buying” his 


way im to get hia line into the store? 


cooperative 
advertising plan, 
The majority of the retailers say no. 
They fee] that such offers are part of a 
ound business policy supporting his 
desire to sell more of his shoes and to 
help the store do the same. 
recognize that cooperative advertising 
effort by the manufacturer to 
establish a brand name locally. 
However, there is resentment 


tetailers 


IS an 


some 


by retailers concerning “discrimina- 
tion”—cooperative advertising offered 
to some stores but not to others. Most 


of them expect and want an open-to-all 
plan. A good share of retailers, how- 
ever, urged that retailers should be 
wary of the over-liberal offers: “If the 
offer is too rosy, beware of the gim 
micks—usually in the quality of the 
shoes for the price.” 


What Percent? 


Question 5: About what average dol- 
cent of gross 
order does the manufacturer allow you 


lar per or share your 


on 


for 


for 
local advertising 


cooperative advertising your 


expenditure his 
shoes? 

The replies: 3 per cent was the 
amount cited by 63 per cent of the re- 
tailers; 2-2% per cent was cited by 
20 per cent of the retailers; 15 per cent 
of the retailers obtain 3-5 per cent; and 
2 per cent obtain as much as 5-10 per 
cent. This indicates that in the great 
majority of cases there is a fairly uni 
form policy in operation but that 
some “key accounts” receive addi- 
tional consideration. 

Question 6 
your local advertising dollars consist of 
manufacturers’ share on a cooperative 
advertising basis? 


do 


About what per cent of 


The replies: The great majority cited 
the 10-30 per cent range, while a small 
minority fell into the 40-50 per cent 
range. These figures apply only to 
branded lines, as little cooperative ad- 
vertising is done on non-branded lines. 


Question 7: Do you feel that the 
manufacturer's share of cooperative 
advertising is a “hidden cost’ that 


muat go into his prices? 

The replies: 78 per cent said yes, and 
22 per cent said no, 

It’s obvious that retailers 
realistic on this point, recognizing that 
any additional of doing business 
must eventually weave its way into the 
of the What’s more, 


~~” 
most are 
cost 


price product. 


66 


most retailers don’t seem to object to 
this practice, feeling that if it helps to 
sell more shoes then it’s a worthwhile 
cost tagged onto the price. 

There is some minority opinion op- 
posed to this, however. Some feel that 
this should not be added to the 
price of the merchandise. “If coopera- 
tive advertising sells more shoes, then 
the cost is more than compensated for 


cost 


by the extra volume.” That was the 
gist of many of the “opposition” 


opinions, 


What Should Be Done? 


It’s obvious that like 
the idea of cooperative advertising, and 
that more of them expect some sort of 
cooperative advertising, particularly on 
branded lines in their locality. Many, 
however, are not too clear in their ideas 
arrangement should be 
among the 


most retailers 


such an 
particularly 


of how 
operated 
maller retailers who advertise less fre 
quently and in smaller space. 
interesting suggestions come 
First, there seems to be a 
of opinion favor 
“standard policy” 
advertising. It 
has been recommended that a joint 
committee from the National Shoe 
Manufacturers Association and Nation- 
al Shoe Retailers Association be formed 
to organize some kind of standard pro 
gram for cooperative advertising. 

Second, it’s suggested that such a 
program be based on three levels: 
large, medium and small stores, so that 
a choice can be made by the retailer in 
keeping with his needs and type of 
operation. 

Third, there were many 
by retailers that numerous manufac- 
turers rendered mat and other 
advertising services in conjunction with 
their cooperative advertising. The 
criticism was that these were often 
“unrealistic’—for example, mats too 
large for the average dealer. 

Fourth, another interesting 
tion cited several times was that a 
choice be offered retailers. Those 
who wanted cooperative advertising 
would find the cost included in the price 
of the shoe, while those who didn’t 
want it would pay for the shoes less 
cooperative advertising costs. 

The minority dissenters (9 per cent) 
fell into the category of “rugged indi- 
vidualists.” Many of the comments 
were in the same vein: 

“The manufacturer owes us nothing 
but a good product backed by good ser- 
vice—and national advertising to back 
the product we both sell.” 

“If we don’t want cooperative adver- 
why should we have to pay 


Several 
to the fore. 
substantial amount 
kind of 


cooperative 


ing some 


regarding 


comments 


poor 


sugges- 


to 


tising, 
for it?” 
“What’s happening to the independ- 


ence of the so-called independent re- 
tailer?”’ 

‘“*Let’s face it, cooperative advertising 
looks like it’s here to stay. In that 
case, let’s straighten it out so that it 
becomes an efficient, standardized pro- 
gram free of current abuses and con- 


fusions.” 






What Manufacturers Think 
About Cooperative Advertising 
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“Many of them, with ‘free’ advertis- 


ing money, are too careless in the 
preparation of their ads.” 
“They use our advertising allot- 


ment to draw traffic to which they sell 
competitive brands.” 

“Some treat cooperative 
as an extra discount.” 

“Some group several brands in the 
ad—and expect each manufacturer to 
bear the full half share of the ad.” 

However, of the Panel were 
agreed that the “problems” would be 
greatly minimized if there was a con- 
cise, clear-cut agreement between man- 
ufacturer and retailer, and a constant 
check-up maintained on application of 
the plan. 


advertising 


most 


Do Retailers Expect It? 


Question 4: Do find that 
retailers today request or expect some 


you more 


kind of cooperative advertising ar- 
rangement when they take on your 
line? 

The replies: 77 per cent say yes, 


and 23 per cent say no 

Here are some of the more frequent- 
ly cited comments from the “yes” 
group: “It has reached a point where 
many are taking it for granted.”. 
“In almost all cases today they expect 
a cooperative ad plan especially on the 
opening ad to announce the new line 
in the store.” “Some of the retail 
trade associations consultants are 
urging that retailers ask for coopera- 
tive advertising.” ... ‘Many are auto- 
matically requesting it on the basis of 
‘you can’t blame us for trying.’”.. . 

The “pressure” for cooperative ad- 
vertising is being applied almost wholly 
to branded lines, rarely to non-branded. 

Question 5: Which of 
most frequently ask for cooperative ad- 
vertising? 

The department stores caught 60 per 
cent of the vote; independents ran sec- 
ond with 34 per cent, followed by the 
chains with only 6 per cent. Among 
the independents the larger far 
more frequently ask for cooperative 
advertising than do the smaller 
This was cited as plausible 
many of the smaller stores do little or 
no local advertising at all. 


or 


types stores 


ones 


stores. 


because 


How Many Have Programs? 


Question 6: Does your company have 
a definite cooperative advertising plan 
or policy? 

The 50 
per cent saying yes, 50 per cent saying 
no. However, several companies said 
they formerly allowed cooperative ad 
vertising programs but gave them up 
for one reason or another. Some com 
panies attached cooperative advertising 


replies were an even split 


“eontract” forms in returning their 
panel questionnaires, indicating that 
their policy was clear-cut. 

[TURN TO PAGE 68, PLEASE} 
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Wade in where the profits are 


with the line tested, proved in wet city weather 
. muddy barnyards . . . snow covered fields 
. and cold trout streams for over 30 years! 


If you visit the modern Endicott Johnson plant you 
can see why Endicott Johnson rubber footwear not 
only sells but stays sold. Best materials, automatic 
machines and skilled, conscientious finishers and in- 
spectors make sure every boot that comes to you 


order right from this page! 


@. 2942. Men’s insulated C. 2810. 10-inch Rubber f. 2835 


Pac boot. Lace top, dress Artic in men’s 
wide ankle takes heavy and boys’ sizes. Black 
work pants. Green. d. 2844. Storm work rub £-3104 

b. 3046 Snug shearling ber. Black, red sole 
cuff Sno-Queen. Wom- Men’s, boys’. en's, 
ens, Misses’, Chil- @, 4200. High black rub 
dren’s. Brown ber boot with red sole 

Men’s, boys’. 


Dressy 
rubber for women, toe rubber work shoe 
misses and children i. 3140. Plasti-Kix with wide or narrow ankle 
Fleece-lined warm shearling cuff 
Snow-Kix boot. Wom 
Misses’, Chil- 
dren's. Brown. 


from Endicott Johnson will satisfy your customer 

.and help bring the rest of his family back for their 
rubber needs too! Now check this line and mail 
your order today, or contact our nearest office for 
complete catalog and price. 


Rubber Footwear Division, Dept 


ENDICOTT JOHNSON 


Corp. 


St. Louis, Mo., Johnson City, N. Y., New York, N.Y 


black h. 26. Men’s plain or steel _K. 2882. Men's, Boys’ 
fishing boot. Hip-high 


Green 
Women’s, Misses’, l. 3065. Plaid lined rub 
Children’s. Brown berized fabric gaiter 
)- 3961. Dressy 2-snap elastic Loop. Women’s 
aiter for women 
3lack or Brown 


a mB 





What Manufacturers Think 
About Cooperative Advertising 
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Question 7: If 


COO pH rative 


your company partic 


pater im advertising ia it 


(a) on a selective basis; (b) on an 


only-when-necessary basis; (c) on an 


to-all 
The replies 


open basis? 

40 per cent operate on a 
cent on an 
basis; 25 
This applies only 
to those who have a cooperative adver 


selective basis; 35 per only 


when-necessary per cent on 


an open-to-all basis 


tising program 


Compliance with Robinson Patman 


All of these plans, however, are oper 
ated with recognition of 
the Robinson-Patman Act which 
hibits discriminatory practices. 
example, many of the firms 
only-when-necessary basis 


conscientious 
pro 
lor 
citing the 
said thi 
doesn’t imply that they offer a coopera 
tive advertising arrangement to 
but not to others 
to avoid cooperative advertising agree 
altogether, and use them 
when necessary to account 


some 
Many usually prefer 
ments only 
open a new 
or perhaps retain a present one, 

Question & 


operative 


If you participate in co- 
advertising, about what per- 
centage of your total advertising budg- 
et goes into cooperative advertising? 
The answers very wide 
range—from 1 per cent of the budget 
cent. Some 


covered a 


to 75 per were very 

cific, citing such percentage as 53% 
11.8 8.8 cent. 
Others were in rounder figures—20 
per Still 


15-20 cent or 


spe 
per 
cent or per cent or per 
per 
cent or 50 cent others used 
ranges of 
cent 

No conclusive pattern 
this. However, there is 
the wide range of pe 
For example, some manufac 
concentrate their ad 
budget in national media, leaving only 
a small portion for local cooperative 
advertising. Others work in reverse, 
using a small budget for national ad 
vertising, and the larger 
share in cooperative advertising. It’s 
matter of company policy 
such as a preference for TV o1 
spot o! magazine or 
mail, and types of advertising 
Perhaps it can best be summed up 
those firms who feel strongly in 
favor of cooperative advertising tend 
to spend a larger percentage of thei: 
ad budgets in that medium, and vice 
versa 
Question 9 
in cooperative 


that 
The replies : 


per 20-25 per 


seems to have 
come out of 
reason for 

centages 


turers most of 


concentrate 


simply a 
radio 
national direct 


other 


most 


If you don't participate 
advertising, do you find 
lose sdles because of it? 


you Bort 


56 per cent say yes, and 
44 per cent say no 

Sales are lost chiefly on the initial 
on getting the new line into the 
store. Once the line is established, how 
ever, there are few lost to the 
store because the manufacturer doesn’t 
have a cooperative advertising plan 


sale 


sales 
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Some manufacture) are ite re 


this matter, complaining 


merchants wil! 


entful on 


that some Dy-pass a 
take on a 


offer Ss 


buying 


good-selling iine and poorer 


latter strong co 


tne 


effect 


one because 


operation; in snoes be- 
if “ceonce 


of the 


rather than be 
value of 


sions 


true tne line. 


Why For And Why Against 


Question 10 
favor of 


If you are opposed to 


or are m cooperative adver 


tising, please give us briefly your chief 
POCaRO u hy 

The many scores of answers, pro and 
con, fell into fairly definite patterns on 
both this way 


ides, summarized 


Those opposed to cooperative adve) 

tising. Many of the manufacturers 

in effect, it’s their job to produce 

shoe at the fairest and to 

establish that brand name in the public 
It’s the re 

advertise and 


pest price, 


mind on a national basis 
responsibility to 
that established 
The retailer shirks his re 
sponsibility in the advertising 
cost on to the manufacturer. When the 
manufacture, nationally, 
and the retailer locally, "that’s genuine 
One comment 
manufacturers 
sup 


tailer’s 
promote brand on a 
local level 


passing 
adverti es 


cooperative advertising.” 
frequently cited: “A 
we don’t ask 
pliers to share in advertising our shoes 
their Yet that’ 
retailers ask of us.” 
advertising 


the tanners or other 


which use product 
what the 

Cooperative 
“hidden cost” in 


shoe is “fal ely 


becomes a 
the shoe. Therefore, 
priced.” It be 
advertising cost. 
such pricing 


tne 
comes basic price plus 
Many 

policies 
Those opposed 
discrimination” is 
with the best intentions 
ative advertising can become a 
Frankenstein—it must continue to e) 
ground to 


retailers object to 


point out that 
inevitable 
Again, cooper 
ort of 


some 


“ 


even 


pand or lose competitor 
Also, it often can’t be effectively con 
trolled. Says one manufacturer, “It 
evolves into an evil such as used by 
some cosmetic manufacturers 
pay the sales person in the store to sel! 
the products on an ‘incentive’ 
Other pertinent comments: “It’s a 
form of bribe.” . “Smaller producers 
can’t meet the ‘deals’ of 
facturers on cooperative 
Also, the small 
there’s chance the program will 
out of proportion and him int 
trouble.” “Cooperative advertising 
encourages buyers to play one manu 
facturer against the other.” ... “It’ 
an endless headache trying to keep the 
system efficient and fair. 
Now, the 
cooperative advertising. 
frequently cited 
advertising 


who must 


larger manu 
advertising 
start 


grow 


once producer 


] 


lead 


those in 
Here 
arguments. Co 

promotes you! 
riven territorie 


views of 
are the 
most 
operative 
brand to the public in 

an “incentive plan” to get mer 
locally. It gives the 
some contro] over the ad 


your 
chandise 
manufacturer 
vertising of his shoes in local areas. It 
builds good will with the retailer. Says 
manufacturer, “When a _ retailer 


across 


one 


basis.” 


favor of 


we’re going 
Cooperative 
his and out 
this 

immediate 


to do 


line, we feel 
with him 


invests in our 
into busines 
advertising heips develop 


market.” Also, says group, 


local 
the 
market 
the 
Repeated|y 
the advertising 


in localities 


retailer Knows Nn 
best is best 
advertising 


cited 


loca!) 
equipped 
loca] Job 

fact that 


consume! 


was tne 

tne 
manufacturer’s 
which 


do. 


reacnes 
the 


something 


where 
Drand 1s avaliabie 
national advertising often doesn’t 
S advertising tells the prospect 
immediately buy, 


point-of 


uch 
where he can and 
hence 1s most produ t.ve It’ 
sale selling. 

It’s advantageous to the 
who are more 
to advertise with 
It also helps the 
who can’t advertise 
but 


basis 


smaller re 
give! incentive 

manufacturer help 
mailer manufacturer 
on a national basi 
selective 


tallers, 


advertise on a local 


it does him the most good. 


can 


where 


Conclusions 


If a company is opposed to coopera 
advertising in principle, there is 
no “problem.” But for those companies 
using cooperative advertising, or inte 
ested in doing so, is there a “best way” 
to handle this efficiently and profitably? 
Those experience be 
hind them Here is a 
compilation of their views 

(1) For cooperative 
he effective there 
agreement 
pattern is for the manufacturer to 
cent of the loc al advertis 
of the amount of 


tive 


with successful 


believe there is. 
advertising to 
must be a clear-cut 
written The most accepted 
share 50 
ing, up to 3 
purchased from him 
The 


submit 


per 
pet cent 
hoes 
(2) that the 
retailer ads 
run, along with invoices for costs. The 
the manufacturer’ 
Ads should be run 
on a pre-arranged regular basis. Al 
throughout the agreement there should 
definition of the sale 


agreement holds 


copies of all local 
should contain 
exclusively 


ads 
brands 


be a_ clea 
package. 

3) Most 
some form of “policing” 
don’t like the ystem 
maintained—a checkup to se¢ 
that the being 
ustained, so that kept 


manufacturers insist that 
(though they 
word) must be 
regula} 
term are 


ituation 


agreement 
the 


under contro! 


Joint Committee Suggested 


One interesting suggestion was re 
peated several times, slightly differ 
ing versions. Since cooperative adver 
tising practice has 
it is now time to adopt 


become so prevalent 
in shoe business, 
a uniform, standard 
committee of the National Shoe Manu 
Association and Nationa! 
Association could 01 
uniform 
advertising 
mini 
and 


policy. A joint 
facturers 
Shoe Retailers 
should draw up a 
form for a cooperative 
agreement. This help to 
mize most of the abuses 
confusions involving cooperative adve1 


contract 


would 
current 


tising, according to the manufacturers 
who made the suggestion 
Recorder 


Boot and Shoe 





CENTLEMEN; | want to help conquer Cancer 


THE SHOCKING TRUTH: Cancer kills more children 


ase send me tree information about Cancer 


from 3 to 15 years of age than any other disease. 
[] Enclosed is my contribution of $ to 


the Cancer Crusade 


Help hurry the day when all our children 


will be free from man’s cruelest enemy. Your 


donation—large or small—can help save a youngster’s 





life, Perhaps even one of your own. ADDRESS 


crry ON TATE 


AMERICAN CANCER SOCIETY MAIL TO: Cancer, €/0 ¥ ostmaster 


April 1, 1956 
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But also in demand have been 
black 


tone-on-tone, col 


olors 
in combinations of and 


The 


ors also have been sold with blues and 


lraws 
white ombre, 
browns the best. Patterns have been 
the closed back, open-toe models and 
the conventional opera pumps. 

Ihe Solby Bayes Company reports 
for sandal 


a good demand navy in 


types and a surprising demand for 
leather shoes carrying platform soles 
Other 
Wedgwood 
Phis 


valleys in volume, looks forward to a 


colors selling well have been 
blue, 


too, reporting peaks and 


Avocado and red 


store 


better than normal post Faster busi 
less 
, * * 


DETROIT REPORTS GOOD 
VOLUME PICKUP 


February March 
noticeable pickup in the 
business in Detroit, and Steven 
J. Jay, of Fyfe’s Shoes, 


there is every reason to expect a good 


Late and early 
showed a 
shoe 


believes that 


shoe year 

Fashion shoes are picking up now 
and interest remains high in the mid- 
dle of the road styles. 
was felt in sales in March because of 


Some reaction 


factory layoffs but this was only tem 
porary and sales are resuming their 
normal pace 
Summer whites in fashion shoes are 
being shown in downtown stores, pri 
the The high 
heel is and 


marily in mesh lines. 


thin being shown pro- 
moted in all fashion styles and novelty 


But 


the largest volume 


shoes for Spring pumps and 
patent leather are 


bouille rs 


Also leading in sales are children’s 


hie re 


shoes at downtown department stores 


They are second only to women’s 


black patent leathers in high. medium 


is the number 


flat Black 


one color in women’s shoes. 


and heels. 


In children’s shoes, lighter patent 


leather pumps are the style leaders, 


with the one strap. in trim or plain 
It is either black with 
black. In 


eyelet tie is 


a bit of white 
trim or all boys’ 
shoes. the 


catching on in black, brown and light 


younger 
two really 
colors 


Loafers are quite popular with 


older boys. and close to the same in 


popularity are moccasins. 


x ¥ % 


BLACK PATENT AND BLUE 
PREFERRED IN BALTIMORE 


FEBRUARY, at its best, is usually 
late for 
Spring 


an in-between month, too 
Winter 
fashions, with activity centered around 
clearances of broken left 
overs in stock. Aside from this peren- 


nial problem, major downtown depart- 


styles, too early for 


sizes and 


ment store buyers and other retail 


shoe people were handicapped by a 
strike that 
three hours, 


Baltimore transit lasted 


for 39 days and to be 
exact, curtailing volume turnover. 
Spokesmen quoted a 12 cent 


drop for one department store, while 


per 
another claimed business was off 15 
per cent. 

In the meantime, the 30-day period 


mid-March 


preferences pointing to black patent, 


ending found consumer 
the whole family of tans and beiges 
from Flax to French bread, and va- 
riations Navy calf 
Wedgwood blue, also Corkettes were 


in-between. and 
very good ranging in price from 
$9.95 to $34.95 for one store. Styles 
favored here were mostly closed toe 
back halter 
some stripping sandals in the above 


and pumps, straps and 
colors. 

Another buyer stated 
Wedgwood blue were No. 1 in prefer- 
ence followed by patent and beige to 


brown at from $10.95 to $22.95. 


navy and 


Still another buyer announced that 
“Black patent leather shoes sold 50 
per cent over other types at 
$10.95 to $22.95 in the 
closed look .. . for the 30-day period 


from 
open and 
ending March 8.” 

Looking ahead to plans for April. 
May, 
from different buyers here: 

Said “We'll 


spectator pumps in a 


and June, here are comments 


one: concentrate on 
medium and 
and white. 
blue and white and black patent and 
white at from $11.95 to $16.95. 
“Casual shoes will be stocked from 
$3.95 to $12.95 in 
trim natural 


low price range in tan 


white and gold 


and fabrics such as 


meshes, linens and straws. We're go 
ing to stock a lot of them in black 
and white straws and black and white 
meshes. 


“The 


seems to be important is yellow 


only color for Spring that 
also gold trim on white from casuals 
up to dress shoes.” 

Another giving the ad 


vance story for April, May and June 


buyer in 


said: “We're starting to promote spec 


tators right after Easter in brown 
and white, blue and white, and some 
black and white at from $10.95-$16.95 

“Springolators look good at from 
$14.95 to $26.95. We’re pushing white 
leather for graduation at $8.95 in 
the closed toe, back pump. 

“So far as colors are concerned 
we're concentrating on pastels like 
aqua, yellow, cucumber, melon and 
Chinese red, mostly in Vellutos 
shoes at $16.95. There will be casuals 
in the beige family. It looks like No 


either pigskin, 


open 


1 in natural colors 
leather, Corkette or smooth elk leath- 
ers.” 

A department store here promoted 
Wedgwood blue in one of the Sunday 
supplement editions in a unique way 
the the 
white, used 


of telling story in 
black 


actual Wedgwood blue and white 


Instead 


usual and they 





Washington 


Newsreel 


[CONTINUED FROM PAGE 82] 


used, would play havoc with consumer 
and and shake the 
entire economy, the Treasury warns. 
Government officials would like to see 
tighten up credit volun- 
tarily, so standby credit controls prob- 
ably won't be seriously considered until 
next year sut threat for the 
future which should watch 


business confidence 


businessmen 


it’s a 
retailer 
carefully 

Ike’s foreign aid boss, John B. Hol 
lister, says we've got to stop thinking 
of foreign aid as something “tempor- 
It’s here to stay, he declares. 
S. has a permanent “obligation” 
shipping and 


ary.” 
The U 
to keep 


dollars goods 


70 


abroad as long as world conditions 


remain as they are, so the new rea- 
soning runs. 

This point of view is causing some 
gasps of amazement among both Demo- 
crats and Republicans within Congress. 
Maybe Hollister is right, they say, 
but how much “giveaway” can the U.S. 
afford? 

Since World War II, the U. S. has 
handed out more than $50 billion worth 
of goods, services, and outright cash. 
Up to now, the relief program has been 
on a year-to-year basis. 

In the everybody’s mind 
always has been the idea that the hand- 
outs would end when the rest of the 
world got “back on its feet.” It there- 
fore comes as something of a shock to 
that the of the 


back of 


Congress to learn rest 


world is never going to get “back on its 
feet.” 

Ike is asking Congress for $5 billion 
in foreign aid funds for the new fiscal 
year. This is nearly double the $2.7 
billion he asked for—and the 
year. 


got 
current 


assistance to help the 
finance high-school courses 
in distributive education will not in 
in the 12 months beginning next 


Government 
stctes post 
crease 
July 1. 
the U. S 
admini 


In the current fiscal 
Welfare Department, 
ters the program, allocated $1.5 million 
for distributive education out of a total 


) 


appropriation of $26.5 million for all 


year, 
whict 


four types of vocational education. 
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EDWIN J. THOMAS 


“,.eadded over 20,000 employees 


to The Payroll Savings Plan.” 


“The Savings Bond Program—like any other program in effortless plan of saving 

a corporation will succeed only if it has the complete EDWIN J. THOMAS, President 

support of top management. tecently the Goodyear The Goodyear Tire & Rabber Company, Ine. 
Tire & Rubber Company added over 20,000 employees What is the perce ntave ol emplo ee party Ipation in 
to the Payroll Savings Plan, attaining an overall par your Payroll Savings Plan? If it is less than 50%, get in 
ticipation of over 71%. While the drive itself was suc touch with Savings Bond Division, U.S. Treasury De 
cessful I feel the job is only half done. Now we are partment, Washington, D. C. Your State Sales Director 
installing a program to maintain this high peak of par will be glad to help you increase your participation te 
tic ipation Such a program will constantly keep thi 60 or higher. A phone call. telegram or letter te 
merits of the program before each employee encoul Savings Bond Division, U.S. Treasury Department 


aging him to provide his own security through this bring a prompt response 
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How Paris Fashions in 


Footwear Originate 

CONTINUED FROM PAGE 43 
busy to sit for a bust, but when they are in Paris they 
always find time to stand for three fittings of shoes.” 

Madame Amelie Greco, “Donna Greco,” secretary of 
the group, is also in the rue St. Honoré, living and measur- 
ing feet on Indian carpets amid paintings and personal 
knicknacks, Her husband. who came from Sicily, founded 
the business fifty years ago. She closed their shop in the 
Place Vendome some time after her husband’s death nine 
years ago. A small copper plate beside the building en- 
trance indicates the upstairs apartment where she displays 
her shoes in several small salons lined with paintings. 

Unlike other designers, Madame Greco is reticent about 
giving the names of her famous clients; she does not, 
however, hesitate to mention that she has supplied Gim- 
bels, Sacks and Marshall Field with models. The number 
of people ordering made-to-measure shoes is declining every 
year, she says. “Donna Greco” made the shoes for the last 
Manquin collection, displayed in Paris on Swedish man 
nequins; also made 18 models for first-nighters at the 
opening of the Vienna Opera. Her prices are from $80 up, 
three fittings. She wears black pointed toe pumps, hints 
that she is designing white shoes with colored trimmings 
for next Summer, several in 4A American fitting, to show 
at the April display of the group. Germans supply her 
leather. She orders it six months before each season. 

Twice a year the Syndicat des Bottiers shows its collec- 
tions at a restaurant where the American Club meets 
weekly for lunch, the Pavillon de l’Elysée, at the American 
I;mbassy end of the famous Champs Elysées. Each shoe- 
maker shows four models on mannequins: one walking 
shoe, one afternoon shoe, one “petit soir” and one evening 
shoe. 

In the rue St. Honoré, in a sober little shop with natural 
wood paneled walls and an umbrella stand in the form 
of a postillon’s boot in the corner, is another bottier who 
designs for “haute couture” collections. His famous clients 
are Mrs. C, Douglas Dillon, wife of the American Am- 
bassador to France; Mme. Chanel, and the Empress of 
Annam. He is Casale, the designer chosen by Carven, 
Chanel, Rouff, Balenciaga and Griffe. He makes his new 
shoes in conjunction with these fashion houses along these 
lines: beige-gray antelope and a combination of red and 
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Bridging the Gap... 
Summer into Fall 

CONTINUED FROM PAGE 4] 
make a comfortable shoe to wear even in hot weather. 
However, to our way of thinking, there should be a good 
many styles with an open look, even if a more or less 
closed pattern. You can see examples of this idea in the 
open toe, sling pump shown here with high straight 
sides. The suede pump with lace mesh vamp is another 
way of giving a closed pump an open look. 

Whatever patterns and colors you select for this tran- 
sition selling period, remember that a feeling of change, 
of something fresh and different from the shoes that you 
have been selling her for Spring and Summer, is what 
your customer wants. And remember, too, that your 
selection of these styles and your promotion and selling 
of them can stimulate your business at a time when it is 


very mut h needed. 





Recorder 





and Shoe 





Boot 







How Paris Fashions in 
Footwear Originate 
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black. Red and black in his designs appears in after-ski 
boots and in evening sandals. A novel Casale style is a 
black satin evening pump with a pearl necklace all round 
from front of vamp to heel, which is the fashionable 34% 
inch height, with sharp rib down the back. 

Alfred Argence, proprietor of a small shop in the rue 
des Pyramides just off the rue St. Honoré, boasts as famous 
clients the ex-Queen of Italy and the ex-Queen of Spain 
His trend is very dressy shoes for evening, sandals with 
diamante straps; his favorite color is medium brown, He 
makes to measure only from $80 for a simple shoe to $100 
for a decorative style, with gems put on by a jeweler 
His most popular size is 37, or 44% in the American fitting 
He buys his skins and leathers in France, and crocodile 
and snake skins from Madagascar. 

Some of the Paris shoes end up in museums of arts and 
crafts, Georgette Gaudio, one of the group told us. One 
of her first stand-by clients, the wife of a Bolivian million 
aire, returned her a case full of slightly worn shoes for 
the designer Etienne Gaudio, her brother, to send to the 
Museum of Shoes in Paris. She said she wished Barbara 
Hutton, for whom she had made wedding shoes, would do 
the same 

“Georgette” is the name above the tiny shop in the rue 
Cambon, large enough to contain two leather armchairs 
and a table. Her brother and his craftsmen, back in a 
workroom, shape the wooden lasts with a curious paring 
knife which looks like a hinged seythe. They start from 
a pencil sketch, buy leather for it from Seotland and Ger 
many, or écru satin and crepe trom Italy 

Georgette, who wears black pointed pumps, makes col 
ored satin and crepe evening shoes and sandals, which 
she dyes to suit gowns. The last couture collections showed 
short evening dresses which set these styles off admirably. 
She says her shoes can be made “very rapidly” with three 
fittings $80 and up, depending on the decorations. 

Leaving the Georgette shop, where decorated shoes can 
be made “very rapidly,” we went to Laure’s shop in the 
rue de la Paix, where we saw a lady, obviously a foreign 
actress, signing articles of agreement for a pair of olive 
green shoes, with very thin heels, pointed toes and a raised 
rib for about one inch in front on the vamp 

The articles were subject to ratification by both parlia 
ments, and the shoes which were to be made in a work 
manlike manner were subject to three fittings Now no 
actress, American or French, we thought, wants to put up 
with parliament and three fittings, if her feet are well 
mated. But we were wrong again-—the lady who, it was 
whispered, was Madeleine Robinson, had followed the 
footsteps of Ginger Rogers. 

Now fashionable, says André Tarroux, owner and de 
signer, is marron glacé, with handbag to match. Newest 
shoes have very thin heels with pointed toes and a raised 
rib in front on vamp. Laure’s shoes are displayed on three 
semi-circular steps in a gay little shop with dainty chan 
deliers and a charcoal gray mural of the rue de la Paix 
and the Place Vendome. The steps at the floor are covered 
with a beige fitted carpet; the walls are pale green. André 
Tarroux wore a pair of off-white backless sandals 

When we left Laure’s, where Mr. Tarroux had offered 
to make a pair of sandals similar to his own for $50, we 
were thoroughly convinced that the whole process of de 
signing very important shoes is activated by the very 
important people who are present when the first doodle 
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“Thanks Again Boot and Shoe 


for Being One of the Most Important Factors 
in Our Growth” 


says: Gene Polebaum 
Sales Manager 


Sherman Bros. Shoe Mfg. Corp. 
Lowell, Mass. 


and continues: 

“Response to the advertisements that appeared in 1955, 
resulted in many sample orders from retailers who are now 
enthusiastic members of the Judy’n’Jerry family. 
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Mr. E.B. Terhune, Jr. 
Publisher 
Boot and Shoe Recorder 


aie 
Chestnut & 56th Streets 
Philadelphia 39, Penna. 
Dear Mr. Terhune: ’ 
Judy’ n’ Jerry would like to give a vote of thanks to the Boot and . 


Shoe Recorder for our success in 1955. We are really excited as 
we look back on the year ending and ahead to 19564. 


The Boot and Shoe Recorder has been one of the important factors 
in our growth, Response to the advertisements that appeared in 
1955, resulted in numerous sample orders from retailers who are 
now enthusiastic members of the Judy'’n’ Jerry family. 


Our advertising in the Boot and Shoe Recorder has carried us a 
long way, in a short time, in seeking dealer recognition. With 
the expansion of our infants’ and children’s line to include 
misses’ and youths’ sizes, we are increasing the frequency and 
size of our advertising space in the Boot and Shoe Recorder. We 
know what your publication did for us in 1955, and what it will 


do in 1956. 
Thanks again from Judy’n’ Jerry, and every good wish for the 
New Year, 
Sincerely a7 
Gene Polebaum 
Sales Manager 
GP: ejc Advertisements prepared by 


WM. J. SMALL AGENCY, Inc. 


Joston, Mass 
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is idly drawn. To be very important, one has to have ideas- 
These ideas are tossed from the important shoe customer 
to the designer, and from the designer on to other impor- 
tant customers, such as Gimbels, Sacks or the Duke of 
Kdinburgh. 

This process halts at a modest little shop reminiscent 
of Dicken’s London, near the rue St. Honoré, Paris. There 
everything stops at tradition. John Lobb’s business card, 
417 rue du Faubourg St. Honoré, shows the lion and uni- 
corn fighting for the British crown. It is a father-to-son 
concern, established 1805 in London and in 1905 in Paris. 
G. H. Lemare, the Paris manager, exhibits framed photo- 
graphs of the English royal family; portraits change, the 
frames remain. Lobb’s has made polo boots for the Duke 
of Edinburgh, Gary Cooper, Gregory Peck, Jack Warner 
and Billy Wilder; 
vidual customer. In the window were several pairs of polo 
boots and the Royal By Appointment crest. With discount 
for dollars the boots sell for $61 to $70 

“For men the newest fashion for evening wear is black 


they make a wooden last for each indi- 


suede with two pairs of eyelet holes,” says Mr. Lamare. 
The Duke of Edinburgh has a pair. Lobb’s frequently 
has an order for high heels in all types of men’s shoes 
The black suede shoes should be worn with colored tuxedo, 
dark red, navy blue or tartan. “Full evening dress still 
requires black patent pumps, and no evening shoe,” he 
said, “should have a toe cap.” Lobb’s specializes in gen 
tlemen’s shoes; their ladies’ shoes are always conservative 
and depend on good shape and comfort for their attrac 
tiveness 

The Paris designer who breaks all the traditions of the 
ancient and honorable order is André Perugia, owner of 
the Perugia shop, 2 rue de la Paix. Perugia, a silvery- 
haired young man, was wearing brown suede shoes with 
one-half inch wedge heels. His famous clients include the 
Queen Mother of England, Mrs. Arples, Marlene Dietrich, 
Mr. and Mrs. Niarchos, but great names mean nothing to 
this most modern of the Paris designing group. He de 
signs for I. Miller. He went to their factories and the 
Miller shops in various cities and arranged special win 
dows with prints and reproductions of modern painters, 
Braque, Picasso and Van Gogh, with a pair of shoes in 
spired from the painting shown alongside. 

“The fashion now,” says André Perugia, “is a long 
V-line; the shade, mink. The shoes have very pointed toes, 
very narrow, with low vamp.” He believes that good line 
and fit are most important, and that a contrast with clothes 


is better than a perfect match. 


Color in a 
New Place 
| CONTINUED FROM PAGE 47 


has been used and special equipment developed for the 
manufacture of the shoes. Eye appeal is again an im- 
portant factor in the merchandising and selling of these 
shoes, putting color in a new place, especially in men’s 
shoes, but the functional factor is also very important 
These shoes, according to their makers, are much lighter 
and more durable than regular constructions. They elimi- 
nate counters, toe boxing and edging. They give a rounder 
and therefore narrower toe character. 
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RECORDER REVIEW OF CURRENT HAPPENING 


Madison Tops in Spring Shoe Promotion 





Reaction Spotty, Ranging from Dud in Seattle, Chicago and Boston to 


So-So in Lincoln, Kansas City and Very Successful in Los 


There is active bacteria in the Spring 
shoe promotion in Madison, Wis.—call 
it “New in Shoes” or “You'll love the 
new Spring shoes’”—that by this time 
should merit full laboratory scrutiny 
by the National Shoe Institute, progeni- 
tors of the national promotion. 

How does it happen that year afte 
year this community delivers the same 
concentrated, results? Last 
year Madison’s ‘‘New in Shoes” promo- 
tion was assessed by observers as pet 
haps the most successful in the nation”? 
This year Madison did it again on a 
truly city-wide—and bigger 
than before. 

Retailers opened the month-long 
“You'll the Spring 
promotion in Madison with a 
colored tabloid supplement in the Wis 
it. At 
the same time almost all retailers’ win- 
dows bloomed with the official national 
pennants and Spring displays. 
Despite bad weather the campaign was 
accelerating by March 18, when there 
was a new burst of promotional ad 
vertising, with and television 
spots as supplements. 


successful 


basis 


love new shoes” 


20-page 


consin State Journal on March 


shoe 


radio 


“Because of our national recognition 
the last two years on our ‘New in Shoes’ 
had more merchant 
this Spring than 
Mark Yank, Shorewood 
Bootery manager, who is 


promotion, we 
participating 


said 


ever 
before,” 
president of 
the sponsoring group, the Madison Shoe 
Retailers’ “It isn’t the 
business you do in the first week afte 
We 
until 


Association. 


such a supplement and promotion 
will draw from this not only 
Easter, but through the entire Spring.’ 

The national promotion was also well 
observed by retailers in Lincoln, Neb., 
although only one store used the slogan 
A six-page Sunday newspaper section 
was devoted to Spring footwear for 
the entire family. 
spots and envelope stuffers were also 


Television, radio 


employed by various stores tetailers 
reported the manufacturers cooperated 
well in furnishing and window 
display props. 


All 


ahead 


mats 


stores surveyed reported sales 
of the same time a 
Miller & Paine devoted 
to the promotion, featuring a different 
shoe line in each window. 


As the 


yeal 
windows 


ago. 


seven 


has been case in the past 
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ingeles. 


several promotions, Chicago paid little 
attention. The national ap 
peared on cards in a few of the chair 

and a few of the brand name 

carried it incidentally in their 
vertising. Absence of effective re 
tailers’ organization 
sponsible for the indifference to the 
program. Also most of the 
partment stores refused to participate 


slogan 


store 

ad 
an 
was probably re¢ 


major de 


Shoe advertising lineage, however, wa 
stepped up considerably, with some 20 
ads in the 
promotion broke 

Outlying towns in the 
continue to make a better 
Kankakee the shoe retailers’ association 
staged a Shoe booth 
a style show, prizes and special gift 


shoe one paper week the 


Illinoi 
showing. In 


area 


Fair. Sixteen 


helped draw a crowd of some 1,800 to 
Spring Peoria is 
good-sized city that 
program 


shoes 
Illinois 
the 


association in i 


see the new 
anothe1 
continues to 


through its 


support 
retailers’ 
newspaper supplement. 
Paul, Minn., a giant 


Parade 


special 
In St. 
Faster 
book characters and spectacular floats, 
bands and marching Shoe 
chants took part, but the national 


balloon 


was staged with story 


units me? 
ho 
promotion, as such, languished 
The promotion was highly 
ful in Los Angeles, though 
timely death of Al 
retailers’ 


succe 
the 


put a 


un 
Friedman 
for i 
how to he tied in 
A modified 
tore level wa 


crimp in local plan 


city-wide fashion 
with the national campaign 
version on an individual 
decided on with an all-out effort sched 
the season, when mod 
large 


all of the hoe 
the Spring 


uled for later in 
els will be placed in 
specialty stores during 
pu h 

The Los 
pubilicity campaign was 
Nargi of 


show 


Angeles advertising and 
designed hy 
Adverti 
amusing sketches of 


attention-arrest 


Kileen Nargi ing 


Teaser ad 
historical figures in 
ing situations with 
lines. At the 


the slogan 


provocative tay 
bottom of all 
“You'll love the 
The effort wa 
coordinated by the 
Association 


them ap 


pears nev 
Spring shoes.” entire 
being backed and 
Los Angeles Shoe 


under the direction of Bill Gude, presi 


tetailers 


dent 
In Seattle, the national 
[TURN TO PAGE 
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SIN THE SHOE TRADE 


Holiday Shoes to Open Unit 
In Philadelphia Labor Day 


PHILADELPHIA The complete two 
tory building at 1208 Chestnut Street 
here will be occupied by Holiday Shoes, 
national chain of 
under a long-term 
nounced by Edmund C. Geatens, realtor 


women’s shoe stores, 
lease, it Was an 
who negotiated the deal 

Holiday Shoes 
coast to coast and is run by the General 
Retail Corporation of Nashville. Mr 
Geatens said additional Holiday Stores 
Philadel 


operate 16 «store 


are planned for the Greater 
phia area. 

The Chestnut Street 230 by 
25 feet. It will be completely remodeled 
along modern lines and be ready for 
a Labor Day opening 


site 18 


Veteran Retailer, in Shoe 
Business 37 Years, Sells Out 


PA Samuel S. Kauff 
Waynesboro mer 
sold Arcade 
business to Dutrey of Car 
Mr 


business in 


W AYNESBORO, 


man, veteran shoe 


chant, has his Building 


shoe Paul 


lisle 
shoe 


Dutrey has operated a retail 


Carlisle for the past 
35 year 

The 
Mr. Dutrey’ Richard, 
divide his the 
tore and the Waynesboro store 


the 


Carlisle 


tore 1s operated by 
who will 
Carlisl 


Helen 


store 


on, 
time between 
Naugle will continue a local 
manager 

the 


srown Shoe Company 


Eventually Dutreys plan to in 
tall 
uct which 


The 


hoe 


lines prod 


include Naturalizers 
end 10 year of 


Kauffman, 
for 


ale 
for Mi 
his own bu 
He had heen 
Building for 


to that 


selling 
vho operated 
the past 37 years 
the Arcade 


20 years 


ine 
located in 
and 


more than 


business 


ide of 


had conducted hi 
the ith 


prior 
toreroom on 


Main Street 


In a 


West 


New Thom MeAn Stores 
Y ors Thom McAn 


opening of three new 


announced 


tore it 


NEW 
the 


fam hoe tore in the Shelbyville 


Road Shopping Center in Louisville 


Ky., j tne 


1 hornton Wa 


Jer 
The 
Hay 


unit 


fourth in that city 


named manage 


opened another tore in 
Calif., its thirty-fourth 
the Harold Atkinson j 

of that Another 
opened in the Pomona Valley 


Irv 


enain 
vard 


tate manage 


tore branch unit wa 


Shopping 


Center, Pomona, Calif ing Aronson 
named 


wa manager 





Customers “Dress Up’ to Patronize Store 


- 


— eae 


The lighting fixtures in Chandler's new Palo Alto store are varied in size and area 
of illumination. Four round fixtures in the center ceiling concentrate light on a 
large center display. Fixtures were made to order of perforated brass. Planters 
contain artificial plants and bag bar, left, has stock stored below in drawers. 


PALO ALTO, CALIF.-““We dressed up 
our new store, and our customers are 
dressing up when they come in to 
shop”, says John W. Nilsson, manager 
of the new Chandler’s Stanford Shop- 
ping Center shoe store here. 

A be-jeaned and bobby-socked shop- 
per would never feel uncomfortable or 
out of place in the new Chandler’s yet 
the store’s quiet elegance seems to en- 
courage the customers to dress up to 
match the surroundings. Mr. Nilsson 
notes that style shoes are much in de 
mand since the store opened in Janu 
ary, but he anticipates that casual shoe 
business will take on added importance 
in the Spring and Summer months. 

Chandler’s former location at 262 
University Avenue, Palo Alto, was a 
nice enough shoe store, its most out- 
standing feature being the numerous 
mirrors which added illusion of space. 
Shelving hid most of the walls. It was 
clean, and which 
made it a popular store, but certainly 


neat and nice 
not an unusual one 

Customers were drawn from the uni- 
versity town of Palo Alto, as well as 
from the many suburbanites who live 
in the neighboring communities. Casual 
was practically de for 
shopping. Jeans, curlered hair, loafers. 
It was difficult at times to fit shoes for 
some customers would persist in going 
stockingless. 

A move across the tracks to the 
stunning new Stanford Shopping Cen- 
ter, and into their elegant new store, 
and Chandler’s were greeting old and 
new customers, all dressed up to do 
justice to their surroundings. 

The new has two entrances, 
one facing the parking area, the other 
facing the Mall. It is 40 by 150 feet, 
which is double the size of the old 
store, plus increased stock storage 
area, Fifty chairs make seating com- 
fortable and commodious 


dress rigueur 


store 


78 


Muted tones of chartreuse and gold, 
with accents of salmon and aqua were 
used in the color scheme, with genuine 
teakwood paneling and interesting 
textured wallpapers. Lighting is un- 
usually clear, without a trace of glare. 
It was especially engineered with the 
shoe displays in mind, and where fix- 
tures were not available, the archi- 
tect had them made to order. Every 
fixture is calculated to concentrate 
light where it will do the most good, 
while adding glamour accents to the 
store’s interior. 

Neutral deep-piled 
been laid wall-to-wall 
walking surface. 

Chandler’s semi - annual 
held coincidentally with the opening of 
the new store. The sale was advertised 
in three of San Francisco’s daily 
papers, together with Redwood City 
and Palo Alto papers, and elicited a 
most satisfactory response. 

Perhaps when the newness wears off 
the customers will resume their too- 
casual form of but for the 
present they are dressing up to shop. 


carpeting has 
for resilient 


sale was 


d ress, 


NESLA Sponsors Boston 
Advance Fall Market Week 


Boston—“The next Boston Advance 
Fall Market Week will open on Sun 
day, April 8, and continue through 
Thursday, April 12,” it was announced 
by Maxwell Field, show manager and 
executive vice-president of the New 
England Shoe and Leather Associa- 
tion, sponsors of this show. 

More than 200 volume manu- 
facturers from New England, New 
York, Pennsylvania and other states, 
have already reserved exhibit rooms 
at the Hotels Statler and Touraine. 
Other lines will be on display in sales 
offices in Boston’s famous shoe district 
on Lincoln and Essex Streets. 


shoe 





Dates to Remember 


Tanners’ Council Spring Meeting, Boca 
Raton, Fla. April 5, 6 
Shoe Show, Tri-State Travelers, Hotel 
Statler, Buffalo, N. Y. April 8, 9 
Advance Fall Market Week, New Eng- 
land Shoe and Leather Association, 
Statler and Touraine Hotels, Boston 
April 8-12 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Jefferson, 
Statler and Lennox Hotels, St. Louis 
April 29-May 2 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City...April 29-May 3 
Market Week, Boot and Shoe Travelers 
Association of New York, Marbridge 
Building, McAlpin and Vanderbilt 
Hotels, New York City April 29-May 3 
Shoe Show, Mountain States Shoe 
Travelers Association, Albany Hotel, 
Denver May 6-8 
Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel, Chicago 
May 6-8 
Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 6-9 
Shoe Show, Southeastern Shoe Travel- 
ers, Inc., Henry Grady, Peachtree, 
Dinkler Plaza and Piedmont Hotels, 
Atlanta May 6-9 
Fall Shoe Show, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels, 
Dallas, Tex. May 6-9 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, la. May 13, 14 
Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. May 13, 14 
Fall Shoe Show, Indiana Shoe Travelers 
Association, Severin Hotel, Indiana- 
polis May 13-15 
Fall Shoe Show, West Coast Shoe Travel- 
ers, Hotel Alexandria, Los Angeles 
May 20-23 
Fall Shoe Show, Pennsylvania Shoe Trav- 
elers Association, Hotel William Penn, 
Pittsburgh May 20-23 
Grand Rapids Shoe Show, Michiqan 
Shoe Travelers Club, Pantlind Hotel 
Grand Rapids, Mich. May 23-25 
Shoe Show. Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus, O. 
May 27-29 
Shoe Show, Michiaan Shoe Travelers 
Club, Hotel Statler, Detroit June 2-5 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michiqan 
Shoe Retailers, Statler and Sheraton- 
Cadillac Hotels, Detroit June 3-6 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore July 22-25 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Aug 
Show, Tanners’ Council of 
Waldorf - Astoria Hotel 
New York City Aug. 21, 22 
National Shoe Fair, National Shoe 
Manufacturers Association and No- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. |! 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels, 
Dallas, Tex Nov. 


19-22 


Leather 
America, 


11-14 
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Madison Tops the Nation 
in Spring Shoe Promotion 
[CONTINUED FROM PAGE 77] 


didn’t even get off the ground. Inter- 
views with buyers and managers in the 
five leading Seattle department stores, 
a top women’s specialty store, and five 
important shoe stores, disclosed that 
none had received or used the material 
issued by the National Shoe Institute. 

Consequently, there was widespread 
skepticism as to the effectiveness of the 
promotion. Also, there was still the 
memory of the city’s negative expe- 
rience in the ‘‘New in Shoes” promotion 
two years ago. Seattle has not had a 
functioning local shoe retailers’ associa- 
tion since shortly after World War II. 

Strongest opposition to reconstituting 
the association here was voiced by its 
last local president, Frank Duncan, of 
the Frank Duncan Company, leather 
dealer here. 

“There is no basis for it whatsoever,” 
he said. “What you have in Seattle 
is chiefly department and chain stores, 
with local shoe merchants few and far 
between. The NRA brought them to- 
gether in the ’30s. But with the dis 
appearance of most locally-owned and 
operated stores, there is no economic 
reason for the association. Since it 
folded eight or ten years ago, there has 
been no real effort to reorganize.” 

Portsmouth, O., shoe retailers ran 
an effective advertising section in the 
Portsmouth Times under the official 
national slogan. A box on one full ad 
page listed 18 shoe retailers and listed 
the page, in.the section, on which the 
individual ads could be found. A “New 
in Shoes Week” was observed by local 
shoe retailers. The committee arrang- 
ing the event consisted of J. D. Alder- 
son, of Martig’s; Hoye White, of 
Kinney’s; Mrs. Nella Dixon Conkell, 
of Penney’s; Mrs. Opal VanHoose, of 
3ragdon’s; Morris Foreman, of 
Walker’s; Jack Monroe. of Marig’s; 
tay Starrett, of Kopy Kat; Leo Mer- 
rifield, of Montgomery Ward’s; L. A. 
Eaton, of Kresge’s, and C. S. Grossi, 
of Selby’s. 

An eight-page, tagged “New in 
Shoes” section led off the women’s sec 
tion of the Daily Oklahoman, empha- 
sizing new Spring styles for women, 
though editorial matter was sparse. 

Included in a special “New in Shoes” 
newspaper section in Kansas City were 
17 ads and about 20 articles and short 
items on fashion in shoes. Plans for the 
special promotion were inaugurated by 
the Greater Kansas City Shoe Retailers 
Association. 

Women’s shoes featured photo- 
graphically included antique brown kid 
sling pumps, black patent pumps with 
off-side sling effect, red suede closed 
pumps with patent tips and white sling 
pumps with gold lacing threaded 
through the bows. White shoes were 
shown with a white bag and white 
gloves embroidered in yellow. 

Most of the ads featuring men’s 
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footwear were carried on two pages 
of the 12-page section and were ac 
companied by a number of short fea 
tures pointing up the importance of 
fashion in the 1956 picture. 

Generally copy used in high-fashion 
ads had a similar theme. There was 
less emphasis on color and heel heights. 
with more attention given to the sil 
houette and to the slim, light-as-a 
feather model. 

There was a fair volume of shoe 
advertising in Boston newspapers. 
However, timing of the ads was in 
fluenced more by a misguided long 


GREATER FLEXIBILITY 


plus LIGHTER WEIGHT 


NATURAL “BREATHING 
WATER RESISTANCE 


range 
milder 


in the 
had Spring styles in their windows from 
two to three weeks before the March 


date 
a city 


Rollnick’s to Open Ninth Unit 
Wyo Rolinick’s, 
operates a family shoe store 
Wyoming, 
ninth unit in Boulder, 


CHEYENNE, 


open 


this Summer 


uf 
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by a desire 
promotion. Most Boston 
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Seminole Indians Spark Casuals Promotion 


Foley's shoe department in Houston converted heavy traffic into top volume 
casuals sales during a three-day promotion in which Seminole Indians went through 


hand-lacing operations on a platform in 
tree and pastel colors, effectively drove 


Houston, Tex.—A woman shopper 
paused to watch two Indian women, 
gaily dressed, lace together the parts 
of some casual 

“What would happen if the string 
broke?” she asked a gaily dressed 
Indian, Buffalo Tiger, standing next 
to the Indian women. 

“You can lace it again,” he ex- 
plained. “It’s just a buttonhole stitch.” 

The women sat down in the thrift 
shoe department of Foley's the Feder- 
ated Department Store in Houston, Tex. 
and tried on two pairs of Thunderbird 
casuals 

This incident is typical of the added 
business that a real-life display, of how 
the casuals are hand laced, brought 
to the shoe department of one depart- 
ment 

The dispiay, sponsored by the makers 
of Thunderbird casuals, worked at 
Foley's, Houston, for three days, and 
then went on to Fort Worth. 

“It was very successful,” said Jack 
Freeman, buyer for the thrift shoe 
department, a leased concession. 

“It adds lots of business, and hasn’t 
That 


shoes. 


store 


cut into the sales of other casuals 
has remained normal,” 

A display window right beside the 
main entrance carried an enticing ar- 
rangement of the 

Foley's special events department 
arranged for some Ford Thunderbird 
automobiles to meet the Indians at the 
airport when they arrived from Miami, 
Fla., and the photo of the Indians 
stepping into the was used by 
local newspapers. 

Mr. Freeman pointed out that the 
timing of the promotion, at the begin- 
ning of the Easter shopping season, and 
just as Houston was emerging from 
Winter into the outdoors of Spring, 


business 


shoes. 


cars 


80 


the department. The display, with palm 
home the comfort message of the shoes. 


was excellent. Houston shopping was 
at a pre-Easter peak because of a flood 
of out-of-town visitors to Houston’s 
Stock Show. 

Before the promotion began, Free- 
man called a meeting of the 22 regular 
salesmen and saleswomen. He told them 
the important points about the Thun- 
derbird casuals. Each salesman daily 
got a colorful Indian doll to wear in 
his lapel as a vivid reminder to cus- 
tomers—and to himself. 

One of the Seminole Indian women 
sat on each side of the platform, facing 
the center, and lacing the uppers and 
lowers together. Over their heads 
leaned a palm tree, and it framed a 
poster explaining how the comfortable 
shoes were hand-laced by Seminole 
Indians. At the front of the platform 
was a line of Thunderbird casuals in 
various colors. Buffalo Tiger stood be- 
side the platform to answer questions. 

In setting up its display the depart- 
ment took advantage of the best traf- 
fic-density spots. At times spectators 
were lined up three and four deep 
watching the Seminole women lace the 
shoes together. The line of casuals at 
the front of the platform proved to be 
almost as big a draw as the colorful 
Indians themselves. Hardly a woman 
who watched them work could resist 
picking up one or two casuals of dif- 
ferent colors to inspect them and spec- 
ulate how the shoe would look on her 
foot. 

With the palm tree brightly glisten 
ing overhead, and the casuals flaunting 
pastel colors, the only possible con- 
clusion women shoppers could draw 
was that the shoes were very comfort- 
able. 

Buffalo Tiger confirmed that shoppers 


were looking for something comfort- 


able. They tried on the casuals with 
that in mind, and walked around in 
them to confirm their feelings. 

“They could tell they are comfortable 
shoes,” he added, 

A fairly sizable proportion of the 
customers—perhaps as much as three 
out of every 10, according to salesman 
Lake Robertson—bought two pairs of 
Thunderbirds or more. 

“Patience was the only quality neces- 
sary for salesmen,” Mr. Robertson said. 
“The sizes run a little shorter. So all 
that was necessary was for salesmen to 
try on pairs to get the right sizes. 

“Mail and phone orders called for 
one to five pairs,” he said. “There has 
been a very low percentage of returns. 
You could not ask for a better pro- 
motion for one shoe.” 

Suggestive selling enabled some sales- 
men to tie in sales of other casuals 
with Thunderbird purchases. Some 
women tried out bedroom slippers for 
comparison, then bought the Thunder- 
bird casuals. The fact that sales of 
other casuals held up to the normal 
amount for the time of year, Mr. Free- 
man reported, indicated to him that the 
Thunderbird promotion did not cut into 
sales of other casuals—it added sales. 

The color break on Thunderbird 
sales was normal. 

The Seminole Indians were workers 
who lace the casuals in their own homes 
on a reservation near Miami, Buffalo 
Tiger explained. Working at home, 
they are accustomed to working bare- 
foot, he smiled. 

But for the 
Indians wore 


platform show, the 
Thunderbird casuals 
themselves. Once in awhile, they 
couldn’t resist switching, for a few 
minutes, to the only thing more com- 
fortable than Thunderbird casuals 
barefootedness 


Selby’s of Jacksonville Opens 
City’s Newest Family Store 

JACKSONVILLE, FLA.—Selby’s of Jack- 
sonville, the city’s newest family shoe 
10-42 West Duval. 

Operated by Crittenden Bootery, in 
business in Jacksonville for more than 
30 years, the store is of modern design 
and has been completely remodeled for 
Selby’s. A new front was especially 
designed for the store. The interior is 
finished in turquoise and coral. 

The store has been departmentalized, 
with men’s shoes on the left of the en- 
trance, while a women’s shoe salon 
occupies the remainder of store space. 

Frank Butler, a former resident of 
Savannah, Ga., will serve as manager 
shoes. J. M. 
Edenfield is buyer for 
the store’s men’s department. He 
in Jacksonville more than 50 years and 
active in the field for 62 years. 

Crittenden Bootery operates Selby 
stores in Miami, Coral Gables, Fort 
Lauderdale and West Palm Beach and 
maintains leased departments in cloth- 
ing stores in Miami, Tampa, St. Peters- 
burg, Lakeland and Savannah. 


store, opened at 


and buyer of women’s 


manager and 


was 
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Klick Shoes Expands 
To Suburban St. Louis Site 


St. Louis Klick Shoes in Brent- 
wood increased shop space from 900 
to 2,400 square feet when it recently 
moved to new and larger quarters in 
Brentwood Square, a suburban retail 
shopping center development. 

Walter H. Klick, owner and 
prietor, opened in 1951, carrying only 
children’s but later added 
uals for women and misses and a full 
line of men’s shoes. The store at pres- 
ent has a stock of 10,000 pairs. 

The new air-conditioned shop 
tures a ceiling-high weathered 
from which colorful casuals 
displayed. A _ planting box of 
marble chips beneath the tree is ani- 


pro- 


shoes, cas- 


fea- 
wood 


tree, 


mated with bold-leafed live plant ma- | 


terial. 

A low wall of 
stone divides tree 
from the pink 
Carpeting is beige wool, with an insert 
of pink vinyl tile at the heavy traffic 
Wall treatment includes 


wavy 
and 
plastic-seated 


display 


door area. 


large areas of pink pegboard and one | 
oak-panelled wall finished in driftwood | 
random | 


both displaying shoes 
spaced on pegs. Lighting is from re- 
cessed spots, with modern wrought iron 
hanging fixtures over the wide window 
wall. Stock room illumination is by 
closely spaced fluorescent tubes. Brands 
handled include Poll Parrot, Rand, 
Connie, Jacqueline, Jolene and Viner. 
Continuous music is piped from Brent- 
wood Square’s master control. 

Walter H. Klick comes from a shoe 
family. His father, E. H. Klick, and 
his two brothers, Robert F. and E. 
Louis, are all associated with Tobin- 
Hamilton Shoe Company, St. Louis. 


color, 





Shoe Retailer Throws Party 
For His Biggest Competitor 


LOS ANGELES — Competition is cer- 
tainly not a bar to the human spirit. 
That was the consensus of everyone who 
attended a gala private party in Los 
Angeles’ exclusive Ambassador 
recently given by shoe retailer Ben Bor- 
ish to his biggest competitor, Simon 
Davis. 

Five years ago when Mr. Borish was 
stricken with paralysis of his arms and 


legs, Mr. Davis flew to his assistance. | 
He built a ramp at his home so the | 


patient could better navigate his wheel- 
chair. Then he started installing devices 
in his competitor's shoe store which 
would enable him to continue opera- 
tions. He devised special lifts and, dur- 
ing the past five years, helped Mr. Bor- 
ish in every way possible to overcome 
his handicaps. . 

So, the party was Mr. Borish's way of 
saying “thank you" to his old friend, 
who is still a hustling competitor. He 
also gave his friend a pair of shoes and 
couldn't resist the bravado that some- 


times gets mixed up with gratitude when | 


the latter is too big to handle. 


First decent pair of shoes you've ever | 


owned,” he said. 
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Maling Shoes Opens Fourth Milwaukee Store 


MILWAUKEE Maling Shoes has 
opened its fourth shoe store in metro 
politan Milwaukee, the new shop being 
located in Southgate Shopping Center 
Frank Stoiber, who had been manage1 
of the Maling store in Bay Shore Shop- 
ping Center on the north side of the 
city, has been named manager of the 
new south side shop. He has been suc 
ceeded at Bay Shore by Richard 
Mesker, formerly assistant manager of 
Maling’s downtown store at West 
Wisconsin Ave. The fourth of the firm’s 


Ratt) 


West Allis. 
the shop 
with 


shoe stores is located in 
Pumps are the leaders in 
this Spring, Mr. Stoibe 
pastels in smooth leathers most 
lar. Black patent is second. High heels 
demand, and 


ling 


said, 
popu 
there 


are in greatest 


action in and san 
versions, Women’s 


from $2.99 to $6.99. 


considerable 
dal 
pl ice 


of the 


shoes range in 


One section 
shop is devoted to a children’s 
department. The 
5,000 feet 


time personnel of six 


covers 


full 


entire store 


square and includes a 


alespeople 


have you heard? 


ampers 


the word! 


Scampers — the fastest growing 
line of fashion flats and 
handsewn moccasins in the 
country — perfect, absolutely 
perfect fit, the ‘‘right’’ price 
groove ($5.95 to $8.95), 
national advertising and 
in-stock service are some of the 
reasons — for the whole story, 
check the latest catalog 

Just write — 


LUMBARD WATSON CO 
AUBURN, MAINE 


Manvlacturers of 
Scampers ond Cushionized Shoes 
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Bargain Basements 
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Regal Shoe Company 
Appoints Display Director 


WHITMAN, MAss Lawrence J, 
Sealy has been appointed display di- 
rector of the Regal Shoe Company, 
here, according to M. A. Gruber, vice- 
president of the company. He will be 
in charge of display in the more than 


100 retail shoe stores operated by Regal 
from coast to coast. 

























LAWRENCE J. SEALY 


Mr. Sealy, who served with the U. S. 
Marine during World War II, 
has been prominent in the display field 
for several years. Most recently he 
has managed his own display business 


Corps 


in New York and will make his head- 
quarters in the Regal office in that 
city 
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One of America’s Finest Resources for 


Branded Shoes - first pars 


BARIS 


THE NATION’S FINEST 
CANCELLATION SHOES 


YoRr« 7 N 







































THE WILLIAM BROOKS SHOE CO. 


@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 


@ Genuine GOODYEAR 
WELT construction— 
$5.95 to $7.95 retail 


@ All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 
FREE CATALOG 


NELSONVILLE, OHIO 
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Kornstein’s Enlarged 
To 16-Seat Department 
The 


Woonsocket, R. I. shoe 
55 Main Street, has been enlarged from 
a five-seat section to a 16-seat 30-foot 
department located against a concealed 
stock department. At the same time 
the basement sales area was substan- 
tially enlarged to make room also for 
a larger toy department. 

The shoe department features a com- 


plete stock of branded footwear for 
boys to size 11 and for girls of teen 
age. 


Kornstein’s incidentally has just re- 
ceived an Oscar for being judged the 
most progressive juvenile store. 

The store was started 
selling a complete line 
apparel for 


36 years ago 
of clothing and 
boys and girls 





St. Louis Show’s Breakfast 
To Hear James Watson 


St. Louts—James Watson will talk 
on the subject, “Why your customers 
do, or do not, come back to your store,” 
at the breakfast meeting, April 30, 
during the tenth annual Fall showing 
of the St. Shoe Manufacturers 
Association Louis, April 29 to 
May 2 

Nationally known as a retailing spe- 
cialist, Mr. Watson is recognized for 
his action-packed presentations. A 
graduate of the New York University 


Louis 
in St. 









BURNS CUBOID COMPANY 
BOX 658 * SANTA ANA, CALIFORNIA 


de- 
partment at Kornstein’s Youth Center, 













BURNS CUBOID FOOT BALANCERS 


Homd m Hand 
Mu 
with your shoe sales! 


Ring up two profits, not just one. Sell 
famous, comfortable Cuboids at the 
same time . . . don’t waste this 
once-only chance for a second 
handsome profit from foot- 
ailing shoe customers. Cuboids 
retail up to $6.95 a pair. 

Entire stock occupies only a 
few feet of storage space. Get 
the story — in your own store 


write today! 





School of Retailing, he served as train- 
ing supervisor of R. H. Macy, New 
York; personnel director of the Asso- 


ciated Merchandising Corporation; di- 
visional merchandise manager of Bul- 


locks in Los Angeles; assistant gen- 
eral manager of Bullocks, Wilshire, 
and national educational director for 


Montgomery Ward in charge of train 
ing over 40,000 employees. He has been 
a sales consultant and lecturer for the 





James Watson, nationally known retail- 
ing specialist, who, by using the humor- 
ous approach, will bring a wealth of 
retailing experience to the breakfast 
meeting, St. Louis Fall Shoe Showing. 


past 10 years. 

The second speaker will be 
Aston Casey, 
magazine 


Kathleen 
editor-in-chief of Glam 


our 
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Shoe Men Attend Annual 
Shoe Fitting Workshop 

PHILADELPHIA—‘“‘The time will come 
when a woman will carry two pairs of 
soft shoes in her handbag for changes, 
as she carries her gloves.” 

This forecast was made by Charline 
Osgood, of the Kid Leather Guild, 
speaking at the second annual Temple 
University Prescription Shoe Fitting 
Workshop held here at the Benjamin 
Franklin Hotel. 

Miss Osgood saw European influences 
steadily affecting American shoes in 
everything from the shape of shoes, 
heels, toes, and lasts, to the type of 
shoe advertising. 

“In ten or fifteen years,” she 
“we will see it definitely. The 
idea is to emancipate the feet. A 
should not be a coffin for the foot; not 
stiff or hard, but should be limber and 
have give, help the foot to function in 
its natural way.” 


said, 
new 
shoe 


who 
were 


number of shoe 


up for the 


A large 
had signed 
present. 

Early sessions of the two-day course 
included a talk on “Structural Fea- 
tures of the Foot Essential for Proper 
Fitting,” by Dr. A. Elmer Harford 
and “Applied Shoe Therapy,” by Dr. 
Gerald V. Feldman, of Temple Uni- 
versity. 

During his talk, “Cooperation Be 
tween the Doctor and the Shoe Fitter,” 
Dr. Rubin Rosen, chiropodist, told the 
students, “Perfection in fitting can 
best be determined by pressure of the 
thumb and forefinger to know func 
tional movement of the foot in the 
shoe. Look for the toe clearance in 
therapeutic fittings first. 

“The use of X-ray shows 
salesmanship and true fitting. 
machines do not show essentials 
heel fit, clearance, creases in 
fleshy parts, etc.; nothing that 
tells whether the 


men 


course 


lack of 
These 

such 
as shoe 
really 
shoe is a correct fit.” 





J. B. Ivey Names Eskew 


¢ 


Buyer of Better Shoes 


Edward G. Eskew has been appointed 
buyer of better shoes at J. B. Ivey and 
Company of Charlotte, N. C. Mr. Eskew 
was formerly with Davison's in Atlanta. 
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Ford in Canada Opens Safety Shoe Store in Plant 


ToRONTO—A shoe store with a stock 
exclusively devoted to safety shoes has 
just been opened in the Oakville as 
sembly plant of the Ford Motor Com 
pany. 

the truck 
and west 


The store is located under 
the 
aisle, commonly known as Bloor Street, 
at column D-13 in the plant. 

Shoe styles available are black and 
brown oxfords, loafers, gaiters and 
black Three types of 
soles leather for dry 
type dry 
dry 


overpass on main east 


safety boots. 
provided 


Gro-cork 


are 
cushion for 


Neo col k 


areas, 


areas, and for wet o1 


oily areas 


* 
? 


. 
” 
> 
~ 
. 
a 
7 
” 
- 
7 
. 
* 


The hourly employment and services 
department of the industrial relations 
ubdivision of Ford-Oakville, will oper 
ate the store H. H. Wickett, 
visor, employe section, 


super 
services hourly 


employment and department, 


is in charge of the operation 


services 


Joseph’s Shoes in New Site 


The old Selznick 
torn down to make 
for a modern office’ building 
which will house Joseph's Shoes along 
vith the El 


and othe in 


ANGELES 
Building 
room 


Los 


will be 


zabeth Arden cosmetic firm 


a 20 year lease 


Confident mothers who know them... 
Healthy and beautiful babies to wear them. 


It isa fifty years old tradition that mother 


prefer IDEALS for their 


babies to help start them off RIGHT toward a lifetime of foot hap 


piness 


of infant footwear 


course, with scientifically constructed FLEXIBILITY in ever 


MRS. oarsYdeal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS wide widt 


71 WEST 35TH STREET 
NEW YORK I, N. Y¥ 


1070 MERCHANDISE MART 


CHICAGO 54, ILLINOIS 


PLEASE give them your very best attention in the 


se le« tion 


styles in MRS. DAY'S IDEAL BABY SHOES, of 


y pai 


ae 


Style No. 441 


White Elk, Moccasin Type 
Laced Boot. Medium and 


679 MERCHANDISE MART 


DALLAS, TEXAS 




















We Offer Quality Jobs, Cancellations 


and Closeouts in Branded Footwear to 


Paohsta-titehatela 


shoe stores, drive-ins and 
shoe promotion buyers 





for values! 


Open o Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


nationwide reputation 


Our prices on fine shoes, 


bought direct from the best known 


makers are in line with our 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Lovis 3, Mo 


Sample Rooms: Los Angeles * New York 











COSSACK 








CHICAGO 








Smooth corrected grain, semi-aniline 
vegetable type kips and extremes 





ARMOUR LEATHER CO. 


BOSTON 


free sample. 


NEW YORK 438-C W. State 














PROTECT YOUR SHOE STOCK! 





® The 
DISPOSABLE 
try-on socks 


@ Save your merchandise from 
damage caused by bare feet. 


@ Make more sales. Customers like to trade at stores 
that use Trons. 

@ These disposable fabric socklets. seamless sole and 
heel, are low priced. See your jobber. or write for 


D & K COMPANY, INC. 


N. Y. 


Ithaca, 














Shoe Men Have Space in New Type Market Center 


ROCHESTER, N. Y Three shoe re 


tailers are operating in this city’s new 
est and most unusual shopping center 

the Fair. Patterned after 
the Market and 
imilar the 
Fair 


Bargain 
Los Angeles Farmers’ 
eastern projects, Bargail 


occupies three acres 

The new center is open Thursday and 
Friday from 6 to 11 P.M. and Satur 
day from noon to 11 P.M. 

About 80 independent merchants have 
stalls, selling a wide 


chandise, including food 


variety of mer 
Some outside 
stalls will open when the weather per 
mits 

Sam Murano, of the Lin 
coln Store’s shoe department, operates 
Pic-A-Pair at the Fair. This is a men’s, 
women’s and children’s shoe store 
scaled down to the limits of an 8 by 10 
foot booth. 

Occupying nearby booths of the same 
size are the Thrifty Shoe Center, oper- 
ated by Haskell B. Rosenberg of Rosen- 
Cancellation Shoe Store, 647 
South Avenue, and Terry’s Shoes, oper- 
ated by Hyman Freedland, owner of 
Terry's Shoes, 234 Joseph Avenue. 


manager 


berg "s 


Mr. Freedland concentrates on wo 
men’s footwear while Mr. Rosenberg 
conducts a family operation 

Mr. Murano said Pic-A-Pair is a 


personal venture and has no connec 
tion with Lincoln Stores, a smal! chain 


of department stores 


84 


Merchants operating concessions at 
the Bargain Fair are not charged for 
pace in the Fair’s newspaper ads. Ad 
vertising is included in rent charged 
for stalls 
are the 
children of shoppers at the Fair. Dur 
ing the opening there entertain 
ment for everyone, $1,000 in cash prizes 


Free movies provided for 
was 
was given away, also shares of U. S 
Steel, Ford and Eastman Kodak stock 


Robinson Shoe Company 
Announces Top Executives 


KANSAS CIty, Mo.—The_ Robinson 
Shoe Company has announced that 
J. A. Cox, Jr. has been made vice 
president of the firm and John H. Cox 
is the new secretary. Their father, 
J. A. Cox, Sr., is president of the com 


pany and J. H. Robinson, chairman of 
the board. 

Robinson’s first store was opened in 
1910 at the present downtown location 
at 10th and Main Streets. Other store: 
are located at Topeka, Prairie Village 
and Kanses City in Kansas, and on the 
Country Club Plaza in Kansas City 
Mo. A new suburban store is to be 
opened in Ravtown, Mo., early in 
March. Bill will the 
new unit, which will 8.000 
souare feet in a newly developed shop 


Rears manage 


occupy 


ping center 











Son of Founder Joins 
Edison Merchandising Staff 
St. Louis—Julian I. Edison, 26, the 
son of the late Mark A. Edison, one 
of the founders of the firm, has re- 
cently joined the merchandising staff 
of Edison Brothers Stores, Inc., Quali 
Craft division. 





& 


He was graduated from Harvard 
University in 1951 and went on to Har 
vard Business School, from where he 
received the degree of Master of Busi- 


EDISON 


JULIAN 


ness Administration in 1953. After 
graduation. he entered the Army, 
as a Lieutenant, and served through 
1955 
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" The usual se xy aids ve , servi s may be had by writing to 
Navy Blue and Patent Pumps rhe us ual elling aids will be pro- reservy itions may be ha riting 
; vided, including sign painting services, Dave Kleinsmith, Secretary, Seventh 


Lead Parade at Detroit Show advertising in the show program, cus- Street, Los Angeles 

DeTRoIT—The March Detroit Shoe tomer post card reminders, and other 
Show at the Hotel Statler showed a Printed material. The Peek-A-Boo Petroit Shoe Retailers Elect 
Room will also be open, in which every 
exhibitor is invited to display two 
shoes for each paid registration fee in 
order to evoke interest in his display 








strong interest in navy blue and patent 
leather pumps, in women’s Easter 
shoes, and white with gold trim or 
touches in Summer footwear. 

The white opera pump was featured 
among several Summer lines. A quan- 





DETROIT Sam Kotzer, of the Fed 






eral Shoe Department, was elected pre 
ident of the Detroit Shoe Retaile 
Association. Other new officers are Nat 






in his own sample room 
Sample rooms will be open on a new Marbleston, of the B. Siegel Company 


tit f st 1 mesh or mbinatior schedule for this show: Sunday from vice-president; Sam _ Plotler, of the 
ity « Straw anc lesn or com ations a , or ’ @ 
yo . : % A.M. to 9 P.M., Monday and Tues Original Sample Shops, secretary; and 


of these were exhibited with a variety S ‘ 
of in eee But etting big in day from 9 A.M. to 6 P.M., and Harry Karnow, of Lane Bryant Com 
) e ights. ret r big ; ‘ ‘ 
. ei » Wednesday from 9 A.M. to 4 P.M 

terest was the white with touches of . , 
gold on the vamp strap or along the Application blanks for sample room Mr. Kot ucceeds David Needleman 
wedgie instep strip and heel. 

Women’s sports shoe lines exhibited 
the higher wedge heel casuals, which 
won stronger favor than formerly 










pany, treasure! 





















shown. The closed type casuals, es- 


PROFIT thru PERFORMANCE with 
1) | 


pecially in the glove leathers, was given 
high rating, selling well in all heels 
in the white and smoked shades 








In novelty wear, a strong seller was 
the imported Italian styles, and a 
heavy showing was given the vinyl 
shoes with the vinyl heel for Spring or 
later. 

In children’s shoes there was a ten 
dency toward pastel shades in little 
mesh vamps 

Lighter color are proving more 
popular, in the smoked, naturals and 


















various shades in the tan group for} 






men’s shoes. 
Exhibitors of novelty colors found | 
themselves soon sold out of novelty 












wedgwood blues and palmetto greens. 












Vf... 


you haven't experienced the complete satisfaction of 










WCSTA Accepting Entries 
For Fall Shoe Show 


Los ANGELES Ed Pankau of 
Oomphies, Inc., and chairman of the 
Fall Shoe Show of the West Coast | 
Shoe Travelers Association, announced 
that entries are now being accepted for | 
the event to be held May 20-23 at the 
Alexandria Hotel, here. 


building a sound, profitable business on Miller BARE- 
FOOT FREEDOM shoes — you've missed something — 
why not get complete information today? 


SUPERIOR FIT @ NO MARKDOWNS 
SATISFIED REPEAT CUSTOMERS 


PLATTOE LAST 


3728 — The JOY Tie 
14/8 Wood Kantscuff Heel 
























Cottee frost nylon lace vamp 





Coffee frost kid tip, quarter 






tongue and facing Six eye 
let tie 








SIZES IN STOCK 
AAAA 7 to 10 
AAA 6 to 10 














AA 5'/, to 10 
A to 10 
8 4'/, to 10 
C 4'/, to 10 
O05 fo 10 
Ee 5 to 9 


eN 


ED PANKAU 





Also available in 
White Htyle 37% 
Biue—Style 37727 
Black—Style 3718 




















Theme of the show will be “WCSTA 
Explodes Atom Bomb of Fall Fash- 
ions” and to judge from the early re- MILLER SHOE CO INC, 4015 Cherry St, Cincinnati 23, Ohie 
sponse, it is expected that the show bd 35 Yeors of Success 

will see the largest number of exhibi- BERQQUDEMCUMIY SMC 1 melt tiie MT ticle Ml 1a ile) 

Manufactured Under Direction of ALBERT £. KLINKICHT 










tors ever to appear in a local effort 
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HOLLYWOOD 


) = white 









‘SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION!! 


Also advertised in Will Appear Every 
Saturday Eve. Post, Look, Week in 1956 in 


R.N., Parents. — 
Ev verywoman 
This Week, MeCail’s, 
others. 


Baby Care and 
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KS PEEK-A-BOOT, inc. Bait ‘Traded - 
nd P P Mississippi yo slg 


Polish, inc., Richmond Hill 19, N. Y. 














Hollywood Shoe 











went on the air as a special commen- 


About Shoe People ee oe 


Fraser has also been a coach and a 





referee. 





D. G. Oppenheim is Los Angeles’ chain and James Morgan, mayor of Bi: 
youngest-looking septuagenarian. He’s mingham, Ala., were on hand to wel- Planert’ 
been receiving so many unbelieving come the opening of the second Baker way, Green Bay, Wis., has been pur- 





Shoe Store, 124 S. Broad- 









stares when he tells people he’s 71 store in Birmingham recently. A. F. chased by Clyde and Bernard Rothe, 
years old, that now he carries a birth Gentry, division manager, described the who own Rothe’s Shoes. They were 
certificate around with him to prove it. tore as Baker’s most modern retail formerly associated with Planert’s 






Mr. Oppenheim has been connected with outlet in a 266-store chain. It is four Shoes, before the death of Mr. Planert. 
the shoe business for 50 years. Several times the size of Baker’s first store ake Pex 

Bertha, here. Fred McCartney, associated with the 
celebrated their golden wedding anni Merit Shoe Company store in Wellston, 
versary. Mr. Oppenheim is now semi A. E. MeEachen, a familiar person- © since it was opened May 2, 1925, 
retired. He was resident manager of the ality in Miami in the world of men’s has retired. The company announced 
Frazier & Opperheim shoe stores in shoes for more than 22 years, is the that Carl Robert Dickerson, of Chilli- 
Philadelphia, one of the first shoe manager and buyer in the men’s shoe Cothe, will take over the management 
chains in the country, and afterward department in the newly-opened Jordan 0f the store. 
with O’Connor & Goldberg and Mar- Marsh department store in Miami. 
shall Field in Chicago. Up to a short 
time ago, he was manager of several 
stores in Los Angeles. 








months ago he, and his wife, 










* 







he Francis Weaver is the manager, and 
S: ; ; Jesse Gunter, the assistant manager, of 
phe Shoe Mart of Wilmington, N. C., a new Hanover retail shoe store at 1013 
a capitalized at $100,000, has been grant- Main Street in Kansas City, Mo. 
—_ 00s the & aa aia ed a charter of incorporation. Incor- ‘* & 
uring — me ey be 10es store porators are Clarence Hendly and Ver- Fred J. Eckert, 69, retired as a de- 
at Central Plaza, St. Petersburg, Fla., die B. Hendly, both of Wilmington, and peartma cede atk Mint alin 
racked up a larger sales gain than any James O. Butler, of Atkinson. partment manager with tne imperia 
other of the approximately 124 Kinney : 
Stores in the South, according to G. L. 
Poole, district manager. as a _ result, 
James Sanders, manager of the unit, 
and his wife, won a trip to Nassau and 
Havana via New York. 


* * * 











Shoe Store, 739 Canal, New Orleans, 
after 54 years of service. Mr. Eckert 

John Fraser, Concord, N. H., shoe re- first worked for the firm at the age of 
tailer is a versatile individual. He 15 as a “checker.” He wrapped pack- 
played on the St. John’s basketball team ages and ran errands. The store was 
when it won the New England Catholic small then, and high-button boots were 
team championship in 1946, became the the rage. Upon retirement, Mr. Eckert 
; pinch-hitter as the official scorekeeper was presented with a new chair by fel- 

Company vice-presidents, buyers, per- at a recent tournament when the reg- low employes and a check from the 
sonnel officials of the Baker’s shoe ular official failed to show up and also management. He said he now plans to 

























86 Boot and Shoe Recorder 





do those things he has found it difficult 
to do for 54 years—golf, fishing, and 
perhaps some traveling. 
- * ° 
Nancy Hoxter, of the children’s shoe 
department in Hutzler Brothers’ main 
store in Baltimore, has resigned to be 
married to Horace Hurlburt. 
Milton B. Edelman, with Dial 
vear-and-a-half, is the new manager of 
the Dial Shoe Store at 19 West Lexing 
ton Street in Baltimore. The location 
formerly housed Wyman’s Shoes. Be- 
fore joining Dial, Mr. Edelman worked 
in Baltimore for 15 years for the John 
Irving Shoe Corporation, operating as 
Mary Jane Shoe Stores. 


+ 


for a 


Wyman Shoe Stores will open two 
more units soon—one at Eastpoint, Md., 
and the other at Mondawmin on Liberty 
Heights Avenue, Baltimore. Robert 
Rubin is general manager for the Wy- 
man chain. He was formerly associated 
with the Wilbur Shoe Company in 
ton. 


> 
205 
* 


A new Dia! Shoe Store has opened in 
Haddonfield, N. J. The owned 
by Abe Spector. 

o 


chain 1 


* * 


Store, 114 8S. 
recently held a 


Santa Fe, 
formal 
and, 


Hal’s Shoe 
Salina, Kan., 
opening of its remodeled quarters, 
at the same time, observed its silver an- 
niversary. Hal Bloomquist founded the 
store 25 years ago. Now associated with 
him are Perry Howison and FE. H. Ham- 
montree. Store are in 
poppy, charcoal, dusty egg- 
blue colors. Carpeting is gray. Enlarge- 
ment of the establishment was achieved 
by the absorption of Maxine’s shoe 
store and its ready-to-wear shop. Hal’s 
added six feet to bring its frontage 
width to 20 feet. 

- * om 

Mrs. Ruth M. Bailey is now the sole 
owner and proprietor of the Hudson 
Shoe Company at 114 N. Main Street, 
Elmira, N. Y. The corporation, of which 
Mrs. Bailey was president and only 


stockholder, has been dissolved, 
* * . 


decorations 


rose and 


Justis Shoes has been incorporated 
in Beatrice, Neb., as a family shoe op- 
eration with $10,000 capitalization. In- 
corporators are Charles B. and Robin 
Justis, of Fairbury, and R. N. Justis, 


of Hollenberg, Kan. 


. * 


Robert L. Gidley, of North Manches- 
ter, Ind., has been named manager of 
the Shine Shoe Store in Warsaw. 

* + * 

Tim Boone, a salesman at Clark’s 
Boot Shoe in Muskegon, Mich., was re- 
cently selected as the “outstanding 
young salesman of the year” by the 
retail committee of the local Chamber 
of Commerce, who met to hear a talk 
by Elmer Wheeler, self-styled “world’s 
best Mr. Boone was pre- 
sented gift by the 
speaker 


salesman.” 


with a briefcase 


7 - + 


Henry Vizegrra, who has children’s 
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Sacra 


Chil 


shoe San Leandro and 
mento, Calif., under the of 
dren’s Bootery, is opening a third unit 
in the Fruitridge Manor Shopping Cen 
5731 Stockton Boulevard, Sacra 
mento, in Heath's Store 
Clyde Hensley is 
unit, 


stores in 


name 


ter at 
Department 
the new 


manager of 


Duane Foster, who for the past three 
vears has manager of Gallen 
Kamp’s Shoe Store in Hayward, Calif 


been 


transferred to Sacramento to 
K Street 


has been 
manage the new store at 905 


* “ - 
formerly associated 


Norman Peters, 


they roll 


Caldwell’s Shoe Store in Pasadena, 
has opened his own shoe depart 
Store at 
tne 


with 
Calif., 
ment in 
207 Irwin, Hanford, Calif., 


Wohl 


Department 
carrying 
of 


Case’s 


Shoe Company line hoes 
( oe) 


Ave., 


name to 


Dick 
Shoe Store at 
Mateo, ( alif 
Richard Shoe 


Richards has purchased 
241 West Yosemite 
He changed the 


seven yeal 
}18 Main 
opened a 


Harry D. Haims, who for 
has operated the Bootery at 
Street, Stamford, Conn., ha 
the 


shoe store Shoe Box at 284 


Street, 


family 
Atlantic 


Stamford 


they flex 


they bend 
to follow your 


footina 


An old story 


with a 


It’s an old story that Allen 
comfortable. With cork 


ction! 


MacGregor 


Blach, Russet or 
Briar Scotch Grain 


-Edmonds shoes are guaranteed 
cushioning, nailess construction, 


supple leathers and remarkable heel-to-toe flexibility, 
they’re unquestionably the most comfortable shoes 


you've ever worn 
tomorrow styling ad 
combines comfort with 


for ‘56! See ‘em today! Most styles 


or your money back! Modern-as- 


ds a new fashion twist that 
good looks in Allen-Edmonds 
$24.95 


Allen bdmonels 


THE SHOE 


OF TOMORROW 


See phone hook for your dealer 


or OTe 


Alle 


ler direct from 
n-Edmonds 


Belgium, Wisconsin 


Telling this provocative sal 


advertisements in 


New Yorker, April 14, 1 
Sports Illust 


leading male 


es story to your prospects, telling 
“shopping center’ magazines 
956 Esquire, May, 1956 

rated, April 9, 1956 


Ever Notice How Many Leather Experts Wear Allen-Edmonds? 





Our unique} Llama-process 
bringsa_the Matural gtain of 
Magnificent calfiskti« iyto bold 
reliefs This tuperbt) casual 
“textured look” makes Llama* 
the Fall 


fashions, 


favdrite for casual 


J here i only 
genuine Llama®- 


Finished Calf! 


one 


GOTHAM'S 


Nur! 


GOLF SHOE 


Cures all ills that golfers grumble about 


Style No 
8775 


Slotted stabilizer 
Light weight 
Flexible 
No spike pressure 
against foot 
Keeps soles flat 
Keeps spikes straight 
© Provides balance 
® Insulates foot 


© Lessens foot fatique 


SUGGESTED RETAIL $12.95 
Menufacturers © Athletic Footwear 


Send for Catalog 


GOTHAM SHOE MFG. CO., INC. 


BINGHAMTON, WN. Y 


Obituaries 





David Butler Black 


MicH.—David But- 
of almost half a 
business, died at 
Hospital from 
followed the fracture 
fall side- 


BATTLE CREEK, 
ler Black, a veteran 
century in the 
the Sanitarium 
plications which 
of three ribs in a 
walk. He was 76 

In 1903, Mr. Black was transferred 
here from Chicago to take over the 
managership of the Puritan Shoe Com- 
pany. Two years later he joined the 
Dr. Reed Cushion Shoe Company in 
Chicago. Returning here in 1907 as 
manager of the Butcher Shoe Shop, 
he became owner of the business in 
1915, after its incorporation and it be- 
came the David B. Black 
He retired in 1949. 

A native of Detroit, Mr. Black made 
his start in the the 
age of 15 as a part-time employe of 
the Fyfe Shoe Company there. 

He is survived by his widow, Dorothy 
L. Black; two sons, Dr. Robert B 
Black of Corpus Christi, Tex., a den 
tist; Richard T. Black of Washington, 
D. C., who is with the State Depart 
ment and who is now in Bonn, Ger 
many, assigned as tele-communications 
attache, and a daughter, Mrs. Harry 
B. Knapp of San Antonio, Tex. Sur 
viving also are four brothers: William, 
Robert, Norville, and Andrew, all of 
Cleveland, O. 


shoe 


com 


on an icy 


Company. 


shoe business at 


store 


Edwin A. Smith 


EAST LIVERPOOL, O..-Edwin A. Smith, 
manager of the Kirby Shoe Store here, 
died at the Cleveland Clinic following 
a long illness. He was 48. 

Mr. Smith became asscciated with the 
Kirby store 17 years ago, first as a 
clerk later as assistant manager. 
He was promoted to manager 10 years 
ago. He had been in failing health for 
the last two years. 

He is survived by widow, Mrs. 
Leta Malkin Smith; a daughter, Mrs. 
Dolores Wilson, of Amity; a sister, Mrs. 
Albert Keddle, of East Liverpool; three 
brothers, William Mackey of New Mar 
tinsville, Howard Mackey of East Liv- 
erpool, and George Mackey, of Co- 
lumbus. 


and 


his 


Jonas Swed 
MILWAUKEE Funeral 


Jonas Swed, secretary-treasurer of the 


services fo 


J. Swed Shoe Company, were held at 
the Home 
here Lebowitz 
had 


shoc 


Funeral 
burial in Anshai 
Swed, 76, 


Goodman-Bensman 

with 
Cemetery Mr 
founded the general 
company here 45 years 
Methodist Hospital, 
following a two weeks’ 
the 


who 
wholesale 
ago, died in the 

Minn 
He had 


until he 


Rochester, 
illness 
business 


been active in 


became ijl 


Mr. Swed, a native of Russia, came 
here in 1910. He lived at 1806 E. Kane 
Place. His son, Abe Swed, is president 
of his firm. The elder Mr. Swed 
was a member of Congregation Beth 
Israel and Anshai Lebowitz, the 
Knights of Pythias, Elks, YMHA, Zion- 
ist Organization of Jewish 
Community Center, Milwaukee Jewish 
and Milwaukee 
Besides his 
his 


sister 


shoe 


America, 


Home 
Home for Aged Jews. 
he is survived by 
daughters and a 


Convalescent 
son, 


widow, two 


Frank A. Waterson 


CINCINNATI Frank A. Waterson, 
Cincinnati district manager of the 
Shoe Machinery Corporation, 
died at the Bethesda Hospital, 
following a brief illness. Funeral serv 
were held at the Vorhis Funeral 
Home, in Lockland, O., followed by 
burial in Ashland, Wis. 


Compo 
here, 


ices 


FRANK A. WATERSON 


Mr. Waterson, who was 61, had been 
identified with the shoe industry in 
New England for many years before 
being transferred to Ohio 15 years ago. 
His home was at 476 Compton Road 
in suburban Wyoming 

He is survived by his widow, Mrs 
tJernice Miars Waterson; his mother, 
Mrs. James Waterson, Elgin, Ill.; and 
a stepdaughter, Mrs. Edward Watson, 
Westbury, Long Island, N. Y. 


Carl Winneguth 


Los ANGELES—Carl Winneguth, for 
mer president of the West Coast Shoe 
Travelers, died at his home at 1068 
Balboa Drive, Arcadia, Calif., in sub 
urban Los Angeles. He was born in 
Valparaiso, Ind., on September 2, 
1892 

Surviving are his widow, Tekla, and 
two sons, Don, of Whittier, Calif., and 
Gil of Van Nuys; six grandchildren; 
two brothers, Leo, of Huntington Park, 
Calif.; Henry, of Los Angeles; and one 


sister, Mrs. Agnes Sieloff of Florida. 
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John W. Dillon 


WASHINGTON, D. C. John W. 
Dillon, buyer of women’s shoes for 
Rich’s shoe stores, died here following 
illness of two months. He was 58. 
Mr. Dillon joined the Rich organiza- 
tion 1919, and for the past seven 
years had been buyer of women’s shoes 
for the three Rich stores in the Wash- 
ington, D. C., area. 

Mr. Dillon was well known by shoe 
manufacturers as well as by his many 
customers. He was a perfectionist in 
his craft, and was considered by those 
working with him to be 
the fitting of 
counted many 
his 


an 


in 


an expert 
shoes. 


persons 


in 
He 


among 


women’s 
famous 
regular customers. 

A native of Bridgewater, Va., Mr 
Dillon was educated the Virginia 
public schools and at Bridgewater Col 
lege. He was member of the Oak 
(Md.) Emory Methodist Church, 
and a member of the church board. He 
member of the Eureka Blue 
Lodge Masonic Order, Bridgewater, 
Va., and the Potomac Hiram Chapter 
Masonic Order, Georgetown, D. C 


in 


a 
dale 


Was a 


David Goldstrom 


SALVIMORE— David Goldstrom, foun 
der of the Chesapeake Shoe Manufac 
turing Company 
died in Nev. He was 64 

Mr. Goldstrom founded the company 


n 1922 


and 
Vegas, 


board chairman, 
Las 


His firm now operates plants 
n Baltimore, California, Pennsylvania 
and New Jersey, producing about 10, 
000 pairs of shoes daily. 

He from the presidency of 
the firm’s subsidiaries about four year 
ago and devoted himself to travel and 
philanthropy. He 
baseball fan and 
Oriole home 

Mr. Goldstrom 


retired 


was an enthusiastic 


rarely missed an 
game 

was a graduate of 
the Baltimore City College. He was 
a former member of the board of the 
Federal Savings and As 
sociation and the Loan 
Association. 


Survivors 


Union Loan 


Hebrew Free 
a nephew, FE. A 
Gaynor, of Baltimore and a_ brother, 
Morton Goldstrom, of Mount Holly, 
N. J 


include 


Walter C. Neubauer 


MILWAUKEE—Funeral rites for Wal 
ter C. Neubauer, 65, who for 26 year 
had been a traveline sales represen 
tative for the Ideal Shoe Manufactur 
ing Company, were held at the Ritter 
Funeral Home with burial in Wan 
derers’ Rest Cemetery. 

Mr. Neubauer, who lived at 
North Hi Mount Boulevard, had 
ill for some time. He had retired in 
1947. A native of Butternut, Wis., he 
came to Milwaukee as youth and 
started with Ideal when it was organ- 
ized in 1921. He continued in his 
work with the firm when Ideal 
a division of Mid-States Shoe 
facturing Company in 1937 


2213 


been 
a 
sales 


became 


Manu 
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with 
and 


Mr. Neubauer was affiliated 
Masonic, Shrine and Elks 
was a member of Blue Mound Country 
Club. His widow and three 
survive him. 


lodges 


sisters 


Robert Cahill 


ANGELES 
the 


Robert Cahill, 71, 
Sanitarium in 
in ill health 
Most of hi 
hoe indu try 
West 
ern Shoe Company for about five year 

He also did research work in footwear 
for the Dr Hiss 


Los 
died at 
Pasadena. He had 
for the past six 
life was devoted to the 
He was president of the Great 


Douglas 
been 


years 


Clinic, and he al 


performed milat 
Pasadena 

He was at 
4. S. Krieder and owned and operated 


a factory of his own 


associated one time with 


William Hoffman 
Wi 


ident 
died 
ffman operated hi hoe 
Woodward 
member of Michiga 


\ ociat it hint 


' 


and past p 


Hotfman, founde 
Hoffman 
Ho pital VM 


company il 


ham 
of the 


DeTRor 
and pre 
Company, Sinai 
H 
PusxOs 


He 


sno 


Wil a 


Retailer 


ter member 


... the most-wanted feature 





in outdoor footwear 


... the patented feature of 


ROYAL 
WORCESTER 


Insulated Leather 
Sport Boots 


Just slip on a pair of ‘ 
you'll see why they’ve become 
footwear. 

Nearly a quarter-million 
tomers want the comfort, wé 
Worcester” 
sell them with a generous prof 

Smart-looking moccasin 
women in 6, 8, 10 inch tops. 
and you get lots of free selling 


Sold only through Jobber 


WORCESTER 


SHOE COMPANY 


insulated leather boots 


‘Royal Worcesters” yourself and 
America’s “best buy” in outdoor 


pairs sold proves that your Cus 

irmth and protection of “Royal 

especially when you can 

it at ‘way under $20, 

and plain toe styles for men and 
Nationally-advertised, of course, 
helps. 


s — call yours today. 





74 HAMMOND STREET 
WORCESTER © MASS. 
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For greater comfort and savings on hose these are 


PROFITABLE 


FAVORITES WITH WOMEN! 


Scott 
HOSE 
SAVERS 


il Aint 


Every woman is a prospect for hose sovers 
Prevent undue strain and wear 
Available in leather suedette or sponge ru 


the heel 
in place 
ber. Write for prices today! 


iT ET RPA SAE AL AL 88 


Another big seller with women 
vents irritation and wear. Summer 


terrific. Order plenty! 


a aaa 


<oMMONAANAU4 O01 0AMAUANO MAUL gL TEA 
WRITE FOR 
COMPLETE CATAOLG 


AND PRICES TODAY! SR Wiehie ia bane. wl 


Finane 


KANTSLIP Heel 
fit under heel straps with extra strong adhesive. 
DEMAND will be 


SCOTT 


FOOT APPLIANCE CO. 


© OMAHA, NEBR 


dy 


th 


They hug 
Always stays 
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Scott 
HEEL 
BARS 
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bars 
Pre- 


GU ie Lae en tty 


NO SERVICE 
CHARGES ON 
SMALL ORDERS 
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Melville Shoe Reports 
Record Gains During 1955 


New YorkK 
tion, In its 


Melville Shoe Corpora- 
annual report for 1955, 
reported record store sales of $106,- 
721,861, an increase of 5.8 per cent 
over the $100,839,255 reported for the 
previous year. Net sales of $114,495,- 
706 set a new record and com- 
pared with $107,866,310 for 1954, an 
increase of 6.1 per cent 

Earnings after taxes were at a new 
high of $6,354,731 for 1955, 
after preferred dividends, to $2.24 per 
share on 2,790,458 shares of common 
tock outstanding at the end of the 
period. This compares with earnings 
of $5,979,952, or $2.11 per common 
share reported for 1954. 

The consolidated balance sheet of 
the corporation at December 31, 1955, 
shows total current assets of $32,893, 
168 versus total current liabilities of 
$7,089,991, a ratio of 4.64 to 1 

In a joint message to stockholders, 
J. Franklin McElwain, chairman, and 
Ward Melville, president, said 

“A continued steady growth was ex- 
perienced during the year by entering 
new and expanding markets, with par- 
ticular interest in shopping centers, to 


also 


equal, 


90 


better serve our increasing number of 
customers and to extend to new areas 
the products we offer.” In 1955 the 
company remodelled, enlarged or other- 
wise improved 26 stores. Fifteen stores 
were replaced by new stores in differ- 
ent locations in the same communities, 
12 were closed and 64 new stores were 
opened. At the year-end the company 
operated 886 stores in 426 cities in 43 
states and the District of Columbia. 


Weyenberg Reports Increase 
Of One-and-Half Million 


MILWAUKEE — An increase of more 
than one and one-half million dollars 
in net sales and a net profit gain of 
almost one-quarter million dollars are 
reported in the annual report of the 
Weyenberg Shoe Manufacturing Com- 
pany for the 1955 fiscal year over the 
The report included a 
Frank L. Weyenberg, 
president, to all stockholders in the 
company and announced earnings of 
$4.81 per share in 1955 as compared 
to a $4 per share earnings in 1954. 

Net sales in 1955 totaled $17,227,- 
444; in 1954, $15,642,366. Net profits 
in 1955 amounted to $1,138,111; in 
1954, $911,550. Purchase discounts and 


previous year. 
message from 


hea{ricals 
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Immediate Delivery 
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TRIBUTORS 
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other income rose to $157,387, making 
a total income in 1955 of $17,384,831, 
as against a total income in 1954 of 
$15,780,639. Total current assets also 
were higher at the end of 1955, amount 
ing to $8,206,871, as compared to $7, 
272,095 at the close of 1954. Total cur 
rent liabilities at the end of the last 
year totaled $2,370,159; at the end of 
the previous year, $1,788,849. 

During the year, the company ac- 
quired title to the sole cutting, heel 
and counter plant adjacent to the shoe 
factory here, Mr. Weyenberg explained 
in his message. This was done through 
exchanges of all the capital stock of 
the Concord Shoe Products Company 
for 10,000 shares of treasury capital 
stock of Weyenberg Shoe Manufactur- 
ing Company. He said that in- 
vestment in shoe machinery increased 


also 


in 1955 when, for the first time, United 
Shoe Machinery offered 
machines for sale which they had pre 


Corporation 


viously leased 


General Shoe Stockholders 
Approve Two-for-One Split 


St. Lours—Stockholders of 
Shoe Corporation have approved a two- 
stock split on the common 


General 


for-one 
stock. 
Under the amendment to the com- 
pany’s Certificate of Incorporation, for 
each share of common stock outstand- 
ing additional common 


one share of 
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STYLE 7611... Ladies’ 
Sizes 32 thru 10 
“A & ''C"’ widths 
Priced at $4.15 } 


STYLE 6611 Misses’ 
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CHILDREN’S Sizes 


| 
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Priced at $2.40 at the P.P.S.S.A. 
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Hotel New Yorker 
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or combination 
BOE Ts 
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ACME BOOT COMPANY 


Clarksville, Tennessee 
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stock will be issued and sent to holders H. E. Humphreys, Jr., chairman of the ments to 86 cents a share on the 33 


of common stock of record March 9. board, are: 000 outstanding common shares. The 
The number of authorized shares of Record net income of $33,559,000 in 1954 net income after taxes was $258, 
common stock was increased from 2,- 1955 and a forecast that 1956 profit is 934, which was equal after preferred 
060,000 to 5,000,000 shares, $1 par expected to top the $38,706,000 before dividends to 77 cents a share on the 
value each. Issued shares will total flood losses for 1955. Profit in 1955 then outstanding 309,287 hare of 
2,470,000, as opposed to the former was equivalent to $5.24 a share of common stock The 1954 net income 
1,235,000, allowing a remainder of 2,- common stock compared with $4.29 a figured on the currently outstanding 
530,000 shares authorized but not cur share in 1954, 334,000 shares of common stock would 
rently issued. Record sales of $925,539,000—-18 per be equal to 71 cents a share after pre 
The amendment changed the voting cent higher than 1954—and a pred ferred dividend 
power of the company’s preferred stock tion that they will be higher in 1956 
from one vote per share to two and All major company products shared 
one-half votes per share, so that the in the gains, Mr. Humphreys reported Edison Sales | p 3 Per Cent 
common stock split does not dilute the and 13 per cent of total sales were in Sr. Lours—Edison Brothers Store 
general voting rights of preferred new products developed since World reported February sales of $4,725,761; 
stock. ; War Il were 3.25 per cent above a year ago 
W. M. Jarman presided as chairman For the two months ending February 
at the annual and special meeting held 19 gales amounted to $9,384,790 a 
at the company offices in Nashville Compo’s 1955 Total Income compared with $9,205,809 for the same 
The board of directors approved an in- ~~ I dit 7 period last year. This is an increase 
creased quarterly dividend on the new Called Largest in History of $178 98) or 1.94 per nai ; 
split common stock, raising the annual 


STON Tots , > » (Co ) 
rate to $3 from $2.50. Bosto Total income of the Compe 


Shoe Machinery Corporation for 1955 
was the largest in the history of the Pollock’s Opens as Butler Unit 


U. Ss, Rubber Expects Record company, according to an announce i ' 
Sal 1E P f 195 ment of Charles W. O’Conor, president — A amides LE, N. 6 Polloc k , 
Sales and Earnings for 1956 and general manager, in releasing the Shoe Store, one of the city’s largest 


opened after complete remodeling, as a 


Family 


New YorkK—Product diversification, company’s annual report to stockhold 
backed by capital expenditures of more ers. Revenue from sales and leases of Butler Shoe Store 
than $240 million over a 10-year the corporation and it consolidated 
period, brought United States Rubber subsidiaries was $6,046,784 as com 15 year 
Company record sales and earnings pared with $5,230,082 in 1954, an in Pollock, who retired several years ag 
in 1955 and points toward another new crease of approximately 12 per cent B. A. Pollock is executive vice-presi 
record in 1956, its annual report dis- Net income of $322,243 after taxes dent of the Butler Company. He per 
closed. was the highest since 1950 and was sonally supervised the extensive con 

Highlights of the report, released by equal after preferred dividend pay truction which cost $75,000 


; 
Pollock’s had been operated here for 


It Na founded b Li 
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s New 
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New Liquid Shoe Polish 
Pa.—Kiwi Shoe Polish 
is now available in liquid form. Deci 
sion to market the new _ product 
stemmed from wide-spread dissatisfac 


POTTSTOWN, 


tion of housewives with previous scuff 
type liquid polishes that gave shoes a 
“painted” appearance 

Announcement 
tion follows a 


last Fall in New England 


distribu 
market test 


of national 
successful 


92 


Being Placed on Market 
Kiwi Liquid will be supported by the 

heaviest the 

according to 


advertising 
history of the 
officials of the polish company. 
The new product comes in a 
shaped bottle that is virtually spill- 
proof due to its broad base. It has a 
narrowed-in, pinched neck which serves 
to squeeze excess polish out of the ap- 
plicator as it is drawn from the bottle 


campaign in 
company 


cone- 


Boots and ‘Talking’ Fire Box 
Introduced by U. S. Rubber 


The United States Rubber Company has 
introduced children's Fire Fighter boots 
in conjunction with a “talking” toy de- 
signed by Robert E. Van Rosen, pack- 
aging consultant of New York City. A 
plastic tape, attached to the bottom of 
the carton shown on the wall above, 
says "Fire, Fire!"" when scratched by a 
fingernail. The carton also has printed 
instructions on what to do in case of 
fire and a pull-handle on the side. 





‘Scribble Boot?’ Makes Bow 
In 1956 Rain-steps Line 


WATERTOWN, Mass.—The 
Boot” is an innovation in the 1956 
line of Hood Rubber Com 


pany and the B. F. Goodrich Company, 


“Seribbl: 
Rain-steps 


here 


New fabric boot designed to further 
the fad for writing on wearing apparel. 


Made of water-repellent white poplin, 


the boot lends itself to the popular 
pastime of 
apparel with written quotations, names, 
and slogans. 

This light-weight boot is de 
flat 


has button and loop closures 


teenage covering wearing 
quips 
igned to 
and low-heeled shoes 


fit over and 


New Robinson Branch Unit 


Mo The 
retail firm here 


tobinson 
for 
more than half a century, has opened 
its fifth store Kansas City 


KANSAS CITY, 
Shoe Company, a 


in Greater 
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Salesmen xv Supliers 


Truck Named for ‘210’ Made 1,000 Calls 


“Old 210" disaster truck shown leaving Greater Boston Red Cross headquarters 
on one of the more than 1,000 mercy calls answered since truck was donated by 


the 210 Associates in 


210 A 
to the Bo 
Red 
vehicle 
100.000 


943, the ssociates 


truck 


Boston—In 1 
donated a disaster ton 
chapter of the American 
“Old 210”, thi 


approximately 


Cross 
Known a has 
miles 


1,000 


traveled 


and has answered more than 
call 
explosions, hurricanes and flood 


with 


mercy including multiple alarm 
fire 


Thi 


nual 


year, In connection the an 
Red Cros 

the 
donating their time and skill in helping 
“Old 210” for a 


feeding vehicle at 


dy ive, volunteers re 


cruited from 210 Associate are 


prepare new role as 


a mas disaster 


scene 


1943. 


fund 


active 


Red Cro drive for 


leather 


In thi 
the shoe and 
as always, this year’ 
under the chairmanship of 
Miller of A. F. Gallun and Son 
ing also Albert R. Horwitz, 
Company; Vincent 
Duncan, Beggs and Cobb; Loui 
4. S. Beck Shoe Corporation; 
Dugan, O. H. Dugan & Company; Ben 
jamin Daniels, John E Leathe 
Louis ¢ Weekly 
Bulletin of Leathe Vews 
Linscott Tyler, I Ma 
Corporation Mi Tyler ji 


industry i 
committee being 
Harold k 
Serv 
are Hor 
witz Shoe 
Lang 


Henry 


Daniel 
Schwaab 
hoe 
nited Shoe 


Company; 
and 
and 
chinery 


chairman of the production division 





Superintendents Hear Talk 
On Functions of Trade Press 
NEW 


business 


An important part of a 
the 


to help shoe men to do a 


YORK 
publication’s job in shoe 
industry i 
better selling via information on 
training, fashion trends, 
products and other such developments 
This was part of a talk entitled, “The 
Function and Problems of the Trade 
Pre in Reporting News of the Foot 
wear Industry,” given by John R 
of Footwear News, before a 
the Superintendents’ & 
sociation of Greater New 


job 


sales new 


Ameer, 
meeting of 
Foremen’s A 
York 

Trade papers or 
tions, said Mr. Ameer, 
There 


circulation of 30 


publica 
are big busi 
1,800 of them 
million 
amounting to 


business 
ness today 
with a total 
and with advertising 
over $405 millions 

The speaker outlined 


are 


fune 


various 
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discu 


comprise new 


tions of the bu pre 
the types of items that 
value; the matter of meeting deadline 
understanding the editorial 
ments of the different publication 
should 


ine 


Ing 


require 
and 
torie 


how companies develop 
I 


for the pres 


J. F. MeElwain, Union, Agree 


NASHUA, N. H The J. F. Me 
had 


Elwain announced it 

negotiations with the New 
Worker re 
a two-year contract expiring 
The 


five 


Company 
completed 
nions for 
Mare h 1, 


granted an in 


Hampshire Shoe 


1958 company 


crease of per cent to work 
ers and 10 cents per hour to 
rated workers effective as of 
25, 1956. A further increase 


and four 


piece 
hourly 
January 
of three pe 

cent to piece worker cent per 
worker 


1956 


hour to hourly rated becomes 
effective 31, 


no change in fringe benefit 


December There is 


Par in Six Months 
Savs Gro-Cord Head 


the Gre 
throughout the 
the 
company, it 
Moor, pre 


Lima, O Customers of 
Cord Rubber 


industry 


Company 
the end of 
against the 
Forest 


welcomed 
trike 


wa innounced hy 


month 


dent 
Mi Moor 
from 
after 


worket 


aid i do en ordet were 


received various customers within 
the first 
reported for 
led il d 


company to tt 


two hour crew of pro 


duction work 


He aid these 


other official of the 


iznpost him 


Cord will be able to reestab 


itior the 


eve (,ro 


n it po 
within 


heel and sole 


industry month 

operation at the pli 

» the preliminary mixing 
three truch 


ivered to the 


oad 
plant 
day the preparation department 
econd 


took 


performs the tep in the man 


facturing proce ovel 


During the next day three hift 


the « department operated 
Ihe finishing 


the 


iriny 
round-the-cloch DAS! 


department reported for work day 
following 
T he re 


nitially for 97 


Other 


imption of operations called 
recalled 
added a 
The plant had a 


force of 00 workel 


vorket to be 
will continue to be 
they are required 
total production 


before the trike 


Story of Compo Shoe 
Shown on Television 
‘The 


interview 


tory 
Charle 
the Compo 


( ompo 
turing an with 


’Conor, pre ident of 
Machinery 


columnist 


Corporation, by yndicate: 
Bob 


televi 


een by 
Mare h i 


Progre 


Considine, wa 


millions of ion viewer 


on the “Cavalcade of pro 


yram, a documentary eries on the 


yenesi and growth of eyment of 


American industry 


The 
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machine 
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Compo 


interview pre the cor 
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Compo plant howing 
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Dewey & Almy Elects President and Exec 


G. W. BLACKWOOD 
CAMBRIDGE, MASS.—-The election of 
George W. Blackwood as president and 
William IL. Taggart, Jr., as executive 
vice-president of Dewey and Almy 
Chemical Company Division of W. R. 
Grace & Company was announced by 
Hugh §S Ferguson, 
president of the chemical group 

Mr. Blackwood joined the company 
in 1937 upon his graduation from 
Harvard and been actively asso- 
ciated with the various phases of the 


executive  vice- 


has 


WILLIAM L. TAGGART, JR. 


container and chemical specialties divi- 
ion of the company. He has been a 
vice-president of Dewey and Almy since 
1952 

Mr. Taggart joined the company in 
1927 upon his graduation from Mas- 
sachusetts Institute of Technology. 
He has been associated with manufac- 
turing and management activities of 
the company’s 17 plants all over the 
world. He ha vice-president 
ince 1948 


been a 





McCarthy Succeeds Munroe 
As E. T. Wright President 

ROCKLAND, Mass McCarthy, 
until recently executive vice-president 
of KE. T. Wright & Company, manu 
facturers of the Wright Arch Pre- 
serve! for men, been made 
president of that company, succeeding 
the late James A. Munroe 


Leo 


shoe has 


LEO McCARTHY 


Mr. McCarthy, who has been 
ciated with the 
with the exception of 
pilot in the Air 
War I, was born and received 
early education in Rockland 
quently, joining E. T. Wright, 
he took a night the Boston 
University of Business Administration 
Prior to enlisting in 1917, he worked 


in the bookkeeping department, as 


aSSO 
1913 
years as a 
World 
his 
Subse 


company since 
two 


Force during 


after 


course at 


94 


manager of in-stock and also in credit. 

Following the end of the war and 
Mr. McCarthy’s return to the 
pany, he served in many capacities 
One year was spent in Cuba develop- 
ing the company’ 
after which he 
office manager, sales promotion and ad 
vertising manager, salesman in charge 
key 


president and executive vice-president 


com- 


export business 


became, successively, 


of a number of accounts, vice- 


International Shoe Schedules 
Divisional Meetings 

St. Louis—lInternational 
pany will hold its Fall sales convention 
program April 4, 5, and 6 beginning 
in the Kingsway Hotel. Si Bland, gen- 
eral manager of the Roberts, Johnson 
& Rand division will preside. Byron 
A. Gray, board chairman and Henry 
H. Rand, president, will address the 
more than 600 salesmen who will be 
in attendance. 

All meetings of the Roberts, Johnson 
& Rand division will be held at the 
Kingsway Hotel, April 3-6. 
division will hold 
its meetings at the Coronado Hotel, 
April 3-6. Harold F. Oyaas, general 
manager, will be the keynote speaker. 
A highlight of the convention will be 
a style show the morning of April 5. 

The Peters division will hold its con 
vention at Hotel Chase April 4-6 
Salesmen will credit policies 
with the division credit men. 

Queen Quality will hold their 
meetings the week beginning April % 
The division style show, advertising 
meeting and luncheon will be held at 
the Jefferson Hotel in Dining Room 
No. 7 on Tuesday, April 10. All othe: 
meetings will be held at the company 
office 


Shoe Com- 


Friedman-Shelby 


discuss 


sales 


Winthrop division sales meeting will 
Monday morning, April 2, at 
the Statler Hotel. At this time the 
division’s new Fall and Winter line 
for 1956 will be presented along with 
the advertising program. 


open on 


Conformal division will hold its sales 
April 25 in the division’s 
sample and conference room at the 
company office. The meeting will be 
in charge of L. H. Dennis, 
ager and G. H 


meetings 


sales man 


Velker, office manaye 





Rubber Footwear Imports 
ONT Rubber 


imports 


footweat 
will take 
71 per cent of Canadian sales this year 
rising trend of imports 


TORONTO, 


manufacturers say 


if the present 
continues, 
Manufacture: for the future 
of the $25,000,000 industry, which pays 
$15,000,000 a 


feat 
year in wages. 

The newly formed Canadian Rubber 
Footwear Information Office, of which 
Canadian manufacturers are 
members, says rubber footwear imports 
in the first 10 months of 1955 took 54 
per cent of the market 

The group Hong Kong 
facturers, who have pushed exports to 
offered to supply com- 
the existing Canadian 
and Brazil have made 


most 


manu 


says 


have 
lines to 


Canada, 
plete 
firms 
similar offers 
The Canadian 
they can’t meet prices on imports from 
big differ- 


Japan 


manufacturers claim 


such because of a 
ence in wage rates. 

The gradual acceleration of imports 
reduced the number of employes 
Canadian rubber footwear in- 


sources 


has 
in the 


Disturb Canadian Producers 


1949 to 41,500 at 
present, the group says. 

Federal trade policy has disturbed 
Canada’s shoe industry, the Shoe Man 
Canada de 


dustry from 7,300 in 


ufacturers’ Association of 
Ottawa. 

to the Economic 
the the 


policy of encouraging imports was an 


clared in 


In a brief, Gordon 


Commission, association said 
impractical one for a single country to 
follow under today’s world trade con 
ditions. 
It was 
to the economy of the country, particu 


causing “serious disturbance 


larly to our secondary industries, and 
specifically to the shoe industry, which 
is dependent upon the domestic market 
for continued existence and prosperity.” 
manufacturers view 
which the U. S 
have on 
the 


“A number of 
with alarm the effects 
control firms 
certain elements of the industry,” 


over some may 
brief said 

The U.S. investment seemed to guar 
antee a continued competitive position 
with minimum price levels in the inter 
est of the Canadian consumer 
Recorder 
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Letter by E-J President 
Deals with Unionization 


ENDICOTT, N. Y. Endicott-Johnson 
Corporation has answered the propo- 
sals to unionize some of its plants and 
departments with a_ personal letter 
from Charles F. Johnson, Jr., presi- 
dent, mailed to more than 20,000 em- 
ployes. 

“Because we have been united to- 
gether,” the letter said, “all Endicott 
Johnson workers have enjoyed steadier 
work, higher wages and greater bene- 
fits than any other workers in the in 
dustry throughout the United States 

“What would happen to all of us,” 
the letter asked, “if any part of the 
company was split off and demanded 
special privileges which, under the E-J 
policy, we would be forced to refuse? 

“If a strike occurred in any part of 
the company, it would eventually close 
every plant, so that there would be no 
jobs for any of us Evervbody would 
suffer if the company were broken up 
into smaller parts.” 

The letter also pointed out that the 
company has paid as large wages and 
benefits in the past as it could and re 
main competitive 


Bearfoot Adds Directors 


Wapswortu, O At the annual 
meeting of the shareholders of The 
Bearfoot Sole Company, Inc., held at 
the offices of the company here, former 
directors were reelected, with J. M. 
Calvin Hewett filling the vacancy oc- 
casioned by the death last May of 
Ernest Calvin. Mrs. Hewett joined the 
company September 1, 1928, and has 
been in charge of the Boston office and 
export sales manager. 


Other directors reelected are: At- 
torney Robert C. Brouse, of the firm 
of Brouse, McDowell, May, Bierce and 


Wortman; I. B. Calvin, president; T. 
LD). Calvin, executive vice-president; C. 
E. Chandler, vice-president, First Na- 
tional Bank, Akron; E. E. Calvin, in- 
structor at Wadsworth Central High 
School; L. E. Hardwick, sales mana- 
ger. 

Shareholders increased membership 
of the board from seven to nine. The 
vacancies were filled by Homer Beave1 
of Warwick, O., who joined the com- 
pany August 29, 1928, and is vice 
president in charge of production, and 
Edward Gulbis, vice-president in 
charge of research and development, 
who joined the company in February, 
1938. 

In the report to stockholders the 
President, I. B. Calvin, reported that 
during fiscal year 1955 a new peak in 
sales had been reached. It was further 
reported that the plan of diversifica 
tion started three years ago had borne 
fruit in 1955, and in addition to manu- 
facturing soling material for the 
manufacturers of new shoes, the com 
pany is also producing several other 
items. 

It was further reported that the 
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main roadblock to modernization and 
expansion continues to be taxes. While 
dividends have continuously been paid 


on a six per cent basis since 1938, the 
report indicated that during the past 
six years federal income taxes alone 
have been in excess of four times the 
amount paid to the shareholders in 
dividends. 


Ripple Sole Corporation 
Gets Italian Patent Right 


DeTRoIT —Italian patent right 
#534288, covering the manufacture of 
the new rubber compound sole devel- 





oped by Nathan Hack, has been 
granted to the Ripple Sole Corporation 
This announcement was made by Mor 
ton Hack, vice president of the corpo 
ration 

Mr. Hack also announced that the 
Ripple Sole Corporation received notice 
recently that the Union of South 
Africa has also granted patent right 
on the Ripple Sole. The patent numbe1 
will be forthcoming after publication 
in the official journal by the South 
African Government 

Beebe Rubber Company, Nashua, N 
H.. is the exclusive manufacturer of 
the sole in this country, under license 
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* Pierce's Fitall . . 
shoe tree. 


three or four sizes 


STOCK. 









GAIN EXTRA PROFITS 






a low-priced, easy-selling 


* Rich Mahogany-finished foreport, combined 
with matching plastic handle, presents tree of 
top quality appearance. 


* Automatic adjustable forepart and handle, 
provide perfect fitting for all shoes, with only 


In Stock for Prompt Shipment! 
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sizes 
infants 4 to 


Childs 8'/, to 
Misses 12'/2 to 


ees Available 
White 2210, Red 2214 | 


$1.25 | 
$1.35 | 
$1.45 


2211 BROWN 


2261 BROWN 
SIZES 
Infants 4to 86 
Childs 8'/2 to 12 $1.35 
Misses 12'/2 to 3 $1.45 


Available Black 2262 4 


$1.25 


561 BROWN 

SIZES 
aia % Men's 6 to 12 $2.45 
\ 7 Available Black 562 


46) BROWN 


Same as Above 
SIZES 


Big Boys 3 to 6 $1.95 
Available Black 462 


58) Brown 

sizes 

Men's 6 to 12 
$2.60 

Available 

Black 582 

Taffy 583 





1571 BROWN 
Sizes 
Men's 6 to 12 $3.10 
Available 
Black 1572, Natural 
Foam 


SHOE MANUFACTURING CO., 
BLACKSHEAR, GA. 








Maxwell Field Sees Another Record Year 


NESLA Vice-President Cites Figures to Show How Shoe Industry Has 
Competed Successfully for Consumer Dollar 


LACONIA, N. H.—Predicting another 
record year in shoe production, Max- 
well Field, executive vice-president of 
the New England Shoe and Leather 
Association, told a recent meeting of 
the local Rotary Club he is confident 
that total United States output this 
year will be about 590,000,000 pairs, 
of which 220,000,000 will be made in 
New England. Of the country’s 1955 
output of 577,000,000 pairs, he said, 
New England made 38 per cent, the 
highest ratio since 1921. 

Speaking specifically of New Hamp- 
shire prospects, and basing his predic- 
tion on 1955 performance during which 
the turned 47,625,000 
pairs, an over 
1954 as 


crease of 10 


out 
increase of 26 per 
compared with a national in- 
cent, Mr. Field said 
high rate of out 


year state 


cent 


per 
he sees a continuing 
put during 1956. 
“New Hampshire’s 
he said, “is in a good position because 
of its increase in productive capacity, 
it has a reservoir of well 
workers and 


shoe industry,” 


and because 
trained shoe 
relations.’ 

“For the past few years,” he 
tinued, “Maine and New Hampshire 
have competed for the position of fifth 
most important shoe state in the coun- 
try. New Hampshire edged out Maine 
last year by slightly more than a mil 
pairs 


peaceful 
labor 


con- 


lion 
teturning to 
Mr. Field said: 
“The manner in which the shoe indus- 


the national picture, 


try has competed successfully for the 
consumer dollar is an interesting story. 
Our industry has to compete with auto 
electrical apparel and 
other for the consumer’s dollar 
just as our member 
pete with each for available shoe busi 
Although total consumer expen 
ditures for footwear has been remark- 
ably stable at over $3 billions annually, 
we hope to increase this total mate- 
rially over the next few years. 


mobiles, goods, 
trades 
companies com 


ness. 


“Per capita shoe consumption varies 
from four pairs plus for wo- 
children’s to 1.6 pairs for 
former ratio has doubled 
since World War I largely through 
selling styles and fashion to women 
and educating mothers to the fact that 
their children’s feet outgrow their 
shoes. Starting a year ago, the in- 
dustry has undertaken to _ increase 
men’s shoe pairage by selling them on 
light shoes to go with Summer suits 
and straw hats; as well as creating 
more fashion in men’s shoe styles. 
“To illustrate the extent of our in 
dustry-wide promotion during the cur 
rent year, let me cite the following 
facts. The New England Shoe and 
Leather Association sponsors jointly 
with the National Association of Shoe 
Chain Stores the Popular Price Shoe 


greatly 
and 


The 


men’s 
men’s 


Show in New York. Our group spends 
thousands of dollars annually in re- 
search on and in publicizing new 
fashion trends for all types of shoes. 
The National Shoe Institute, an or- 
ganization representing all shoe asso- 
tiations in the trade, is currently un- 
dertaking a program to publicize shoes 
to the American public that will entail 
an annual expenditure of $250,000 
Finally, Leather Industries of America 
raises six to seven hundred thousand 
dollars annually to promote leathers 

in all possible uses. All of this is in 
addition to millions spent each year by 
corporations in our $3 bil 
their 


individual 
lion industry to 
products.” 


promote own 


Crosby Square Juniors 
To be Produced in Own Plant 


Crosby Square Juniors 
introduced to the trade only last Fall, 
with that after 
April 15 they will be manufactured in 
their own plant at Fox Lake, Wis., 
officials of Mid-States Shoe Company, 
of which the House of Crosby Square 
is a division, have announced. 

Production will be doubled 
use of the new plant. The building ha 


MILWAUKEE 


has met such success 


through 
been owned by the company for some 
Crosby Square shoes for men are 
manufactured in two other plants at 
Watertown and Waterloo, Wis. 

Key to the successful reception of 
the boys’ new line is said by officials 
to be the unusual size range (2 up to 
%) for growing boys, and the fact that 
all styles are authentic copies of their 
fathers’ shoes in miniature. Colors, 
styles, combination weaves, even Italian 
versions, are copied in the junior shoes 
which retail from $7.95 to $9.95 


time 


B.G.S. Acquires Honeybugs 


MANCHESTER, N. H. Honeybugs, 
Inc., of Brooklyn, N. Y., has been ac 
quired by the B. G. S. Shoe Corpora 
tion of this city, according to an 
announcement by Eli A. Cohen, B. G. S. 
president, and Edward White and Rob 
ert Seminara, president and treasurer 
of Honeybugs. The latter firm will be 
operated as a separate division and 
there will be no change in management 
personnel, it was said. Honeybugs and 
Honeydebs brands will be continued. 


Factory for Molloy Shoe 


ANGELES—A new factory and 
office building will be erected imme- 
diately in Monterey Park, a suburb 
of Los Angeles, for the Molloy Shoe 
Company. The masonry structure will 
provide 48,000 square feet of floor 
space and will be built by the Ray V 
Anderson Company of Los Angeles 


Los 
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Mexicans Studying U.S. Shoe Production 








Fourteen representatives of the Mexican Shoe Industry, including management, 
labor and technical specialists are shown inspecting cutting operations at the 


International Shoe Company's plant in St Clair, Mo. 


The visit was sponsored 


by the International Cooperation Administration to further the group's study 
of American shoe manufacturing and merchandising. 





Schoenfeld Joins Songo 


PORTLAND, ME.—Jack Schoenfeld has 
joined the sales staff of the Songo Shoe 
Manufacturing Corporation, of Port 
land, and will assist A. A. Bloom and 
Arthur Freedman in contacting the 
volume trade. Mr. Schoenfeld was for- 
merly associated with the Petrou Shoe 
Company of Haverhill, Mass 


Regano Box Toe Names 
Shevenell Representative 
HAVERHILL, MAss.—John E. Sheve 


nell, a manufacturers’ sales agent with 


headquarters in New York, has been 


appointed to represent the Regano Box 
Toe Company of Haverhill in upstate 
New York, Pennsylvania, New Jersey, 
Maryland, Virginia and West Virginia 


JOHN E. SHEVENELL 


He will be assisted by his associate, 
Harold F. Quirk 

Mr. Shevenell has had wide expe 
rience in the shoe industry. For a 
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number of years he served as road 
representative of the United Shoe Ma 
chinery Corporation, traveling out of 
that company’s New York office. Since 
1943 he has conducted his own business 
with offices at 21 Spruce Street, New 
York. In addition to the Regano prod 
ucts, he handles the 
by Respro, Inc., of Providence, R. | 
and by Thomas Taylor & Sons of Hud 
Mass 


also lines made 


son, 


Forbstein Credited with Active 
Role in the Baltimore ‘210° 


BALTIMORE Leon Forbstein, with 
the aid of Elkan Reis, Jr., of the D 
Myers Shoe Company of Baltimore, wa 


credited with adding about 125 new 
members of The 210 Associate here 
during the past year 

Mr. Forbstein was elected regional 






















LEON FORBSTEIN 


district of 
foundation 
allied 


Saltimore 


the 
philanthropic 
leather, and 


1954 


chairman of 
the national 
of the 


in December 


hoe, trades 






Where 


Oe 


JOBS 


OO Te 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
| A R i S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST, N.Y.7 + WO 2.5180 






FOR OVER 40 YEARS 





Headquarters For 


CANCELLATION 
STORES 


All Price Ranges Quality Brands 
Lowest Prices Largest Stocks 


Our Store Planning Division is ready 
te assist you In opening another store. 


Ss e by r 




















MOSINGER-COHN 


2315 Washington $f lous 3, Mo 





At the beginning ron reyiona 
chairmanship, Mr. Forbstein signed up 
more than 30 new members at a Christ 
ma eason meeting arranged to hear 
an addre by Frederick Bloom, exec 
tive vice-president of 210 Associate 
Inc 

Source in the Baltimore 210 said 
that since then Mr. Forbstein has not 
only he Iped increase the membe hip 
roll but has conducted active investi 
vation for the committee empowe red 
to determine the eligibility of those 
eeking aid. The districts of Washing 
ton, Virginia, and North Carolina have 


recently been added to Mr or teir 


present district here 


Wage Increase at Connolly 


STILLWATER, MINN A six-cents-a 
nour general wage increase ha oe 
announced by the Connolly Shoe Com 
pany and the local of the United hoe 


Workers of 


America It was a 


nounced that $14,375 was added to en 
ploye profit naring trust bringi 
t ita i 104% to S110 } 






























Where 


TO 


OO rE me rr 


BOX HANDLERS 


LE EE OE Oe 


LONG ARMS 


Reach 
Shoe 


BOXES 
HIGH 


They grip them se 

curely. You can 

handie one or several boxes in a stack. You take 
the one you want and return the others. Empties 
are returned to the shelf upside down. No ladder 
climbing. No falls. No wasted energy. Quick 
and easy Order several right now Handle 
lengths 30°' to 60°'. $3.50 parcel post prepaid 
n USA. Satisfaction guaranteed. Specify handle 
lengths you want and if for men's or women's 
boxes. Your jobber or 

CARL BEEMAN 
Cedar Heights Road Stamford, Conn 


Patented 


GMITEZE PROFIT POINTERS! 


BETTER SERVICE Means 
BETTER JUVENILE 


SALES 


30 STYLES ALWAYS IN STOCK 
Toddlers to Teens 


Thick Soles, Double Stitched Construction 


To Retail 


$3.50 
to 


No. 90 

Brown & White 
Saddle 

5'/, 8—8,C.D 


No. 92 

Black & White 
Saddie 

8'/, 4—A.B 


MADE BETTER 


C.D WEAR BETTER 
Gear your whole Juvenile operation 
to practical Smiteze IN STOCK ser- 


You'll be amared how effi- 
ciently it works. 


GREAT LAKES SHOE CO. 


OCONTO WISCONSIN 


vice. 


98 


Ralph H. Heck Named 
Eastern Division Sales Chief 


St. Louris — Friedman-Shelby divi- 
sion of International Shoe Company 
has named Ralph H. Heck sales mana- 
ger for the eastern division in charge 
of distribution for John C. Roberts 
shoes for men and Kingsway shoes for 
men and boys. Mr. Heck succeeds 
James J. Kelley, who has been ap- 
pointed sales manager for Friedman- 
Shelby’s eastern division, women’s and 
children’s shoes. 


RALPH H. HECK 


Mr. Heck joined Friedman-Shelby in 
1949 as a general line salesman in the 
north central area. Two years later 
he was transferred to Chicago where 
he represented the general line and 
the men’s line at different times from 
1951 until his promotion recently. 


Mangini Assistant Ad Head 


WHITMAN, MAss.—Victor P. Man- 
gini, formerly men’s fashion copy 
writer and direct mail coordinator for 
Filene’s of Boston, has been made as- 
advertising director of the 
Shoe & Leather Com- 


sistant 
Commonwealth 
pany, here. 


VICTOR P. MANGINI 


Mr. Mangini has had eight years 
of experience in the men’s wear retail 
field, six of which he has devoted to 
men’s fashion advertising. He will as- 
sist Walter Avery, advertising director, 
sales activities. 


in all promotion 


Musebeck Gets Pennsylvania 
Foot-so-Port Territory 


Oconomowoc, Wis.—William Muse- 
beck has been appointed sales repre- 
sentative for Foot-so-Port Shoe Com- 
pany for the state of Pennsylvania, 
which has been established as a sepa- 
rate territory, R. E. Conover, sales 
manager of Foot-so-Port Shoe Com 
pany, a division of the Musebeck Shoe 
Company here, has announced. 

Mr. Musebeck has been serving as 
a special demonstrator throughout the 


WILLIAM MUSEBECK 


southeastern states and eastern Penn 
sylvania for the company, but in- 
creased distribution made the new post 
addition to the special 
demonstration work in retail stores, 
Mr. Musebeck has had several 
years’ experience operating and super- 
Foot-so-Port stores. 


necessary. In 
also 


vising exclusive 





Barbour Welting Honored 
For Match Book Advertising 


Bronze plaque recently awarded by the 
American Match Industry to the Barbour 
Welting Company of Brockton, Mass., 
for the most distinguished match book 
advertising of 1955 in the leather in- 
dustry. Presentation was made at the 
Boston Advertising Club. A “Joshua” 
certificate also was awarded to Fred- 
erick A. Russell, who handles the Bar- 
bour advertising and who designed the 
award-winning match book. 


Boot and Shoe Recorder 





Classified AND Wa ul Ads 





SALESMEN WANTED 


| 
| 


| 


SALESMEN WANTED 


SALESMEN WANTED 








sissippi 


Non-Conflicting Sideline. 


SALESMEN WANTED 
TO SELL WALKER Brand WORK SHOES (In-Stock) 


Great Opportunity for Salesmen With Established Territories WEST of Mis 
to Sell WALKER BRAND WORK SHOES, Priced $6.95-$11.95 
Carried In-Stock by North Carolina Manufacturer. 
Only one sample case. 


B. B. WALKER SHOE COMPANY. Asheboro, N. C. 


Retail 


Liberal Commission—Short 








history in first letter 


DYNAMIC CHILDREN'S SHOE LINE WANTS 
EXPERIENCED SALESMEN FOR TERRITORIES 
IN SOUTHEAST AND SOUTHWEST 


Ours is probably the Industry's Fastest-growing children's line 
for its dominant styles and values in the $4.95—$5.95 Market, we have had to double our 
production in a great new ultra-modern factory 
strongly backed with dealer aids, aggressively 
can really deliver, we offer an outstanding opportunity 

We will keep it strictly confidential 


BLUE BONNET SHOES, 5 Franklin Street, Lawrence, Mass. 


This Line is in stock 
promoted. To 


To meet the increasing demand 


Nationally Advertised 

“take charge" salesmen who 

State job qualifications and past job 
Write to Sales Manager 











sions 


Company—Mishawaka, Indiana, 
resume of background 





WANTED 
Salesmen 


Mishawaka Rubber and Woolen Mfg. Company, makers of Red Ball Water 
proof Footwear, JETS Tennis Shoes and Famous BALL-BAND Summerettes, 
offers an unusual opportunity for competent salesmen between 25 and 40 
years of age in a number of territories in various states 
and reimbursement for traveling expense advanced weekly against commis 
Established distribution, plus a quality line backed by national ad 
vertising and complete retail promotion program 
Retail shoe background desirable. Late model car required 
plicants write directly to R. E. Kurtz, c/o Mishawaka Rubber & Woolen Mig 


giving telephone 


Reply to Box 478, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna 


. 
yuaranteed income 


Thorough training program 
Interested ap 
complete 


number and 








FIVE SALESMEN 
WANTED 


Territories—Tennessee, Mississippi, Ar 
Louisiana—-Oklahoma and Kan 


West Virginia 


kansas 
sas—Maryland, Virginia 
and Eastern also 
Oregon and Washington—To sell well 
known of Children's Stitchdowns 
and Patent Straps. Liberal 


Send references and application 


Pennsylvania—Texas; 


Line 
Commis 


sions 


to 
Box 479, care BOOT & SHOE RECORDER 


1221 Loeust Street, St. Louis 3, Mo 








SALESMAN WANTED 
To carry Line of Children's, Pre-Welts and Ce 
ments. Luther Brand, Stock and Make Ups; Com 
mission basis. Can be carried with non-conflicting 
Line. Established territories: Oklahoma, and State 
of Texas. Reply, with references 


THE KEPNER SCOTT SHOE CO., 


Orwigsburg, Pa 


INC 








SHOE SALESMAN—WHOLESALE 
ATTENTION EASTERNERS 


LIVE longer, LIVE better, EARN 
in CALIFORNIA and ARIZONA 


well known 


more 
Excel 
lent opportunity with shoe 
firm, established over 67 years. Estab 
lished lines, established territory. Only 
shoe man with successful wholesale road 
selling experience. Will give utmost co 
right shoe Write 


give full particulars 


operation to man 


with confidence 


CHARLES MARSHALL 


5810 Venice Blvd Los Calif 


Angeles 











SALES REPRESENTATIVE 


Rapidly expanding, prominent New York 
Manufacturer seeks established representa 
tive for their Nationally accepted Line of 
Ladies' Genuine Calf Skin Scuff. $2 Retailer 
State References and territory covered 


IRVAL FOOTWEAR CORP. 
159 Varet St. Brooklyn, N. Y. 


VOLUME SALESMEN 


$15,000 to $25,000 potential for good men to 
call on Chains Promotional Department 
Stores, Large and Small Retailers with Out 
standing line of Rubber and Canvas Foot 
wear Jobs and Seconds. Must cover high 
spots in a number of States. Most territories 
open. Tell us all about yourself 

Reply to Box 474, BOOT & SHOE RECORDER 








Chestnut and 56th Streets, Philadelphia 36, Pa 


OPPORTUNITY! 


We hove several openings for side line rep 
resentatives for our wonderful line of open- 
steck, ia-stock low priced Juvenile Footwear 
All epen territories are well established 
6% commision, plus bonus. Write 

NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
629-535 W. Pret? $¢., Baltimore 1, Md. 

















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified 
$3.60. When a box 
address is 


Send check or money 


heading Minimum 


accepted 18 words, number is desired, 12 words must be added for is and charged ; 


If advertiser's own name and used, count each word (street number is one 


order with your copy No account 


tising is payable in advance. 


except for regular advertisers on contract 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Séth & Chestnut Streets, Philadelphia 39, Pa. 
ALL ADS MUST BE ON HAND 20 DAYS PRIOR TO PUBLICATION DATE 
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SALESMEN WANTED 


SALESMEN WANTED 








considered. 


Excellent Opportunity Is Available For 
AGGRESSIVE SALESMAN 


To sell Instock Line of Women’s Novelty, Dress, Casuals and Flats 
retailing from $5.95 to $8.95. Applications from men with retail 
experience in Women’s Shoes, or who are now traveling and wish to 
become connected with a Fast Growing, Progressive Company will be 
Territory located in Southwest. 
strict confidence. Send full information in first letter. 


Reply to Box 486, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


All replies treated in 











SALESMEN WANTED 


To Place Agencies for the PEDI-MOLD 
(Custom Molded) Shoes. The only ap 
proved Shoe by the profession. The best 
looking and the best fitting molded shoe 
on the market. This is your chance to 
get in on the ground floor of an ever-in 
creasing shoe market. All territories 
open. Prefer men carrying non-conflicting 
Lines. Write only 


Kurk & Brown Advertising Agency 


212 Fifth Avenue, New York 10, N. Y 











~ yong, MEN WANTED Due to 

now are it 4 position t& —— i 
sdiditional territories, We are manufacturers ¢ 
Infant Child and Mi Bonwelts and ¢ 
pe n the Popular Price Range Instock and 
Makeup Contact PLEASANT VALLEY 

HOEK ©CO., Westminster, Maryland, or st 

t« ce us at the Boston or New York Show 





SIDELINE SALESMAN WTD. 


ELANCA Foot Sox, Ornaments and Bows, 

Pocket size sam Manufacturer offers 
highest commission. Revty to Box 3462, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Pa. 





SIDE LINE SALEMEN: Some territory still 
~ open for Children's revolutionary Casuals and 
Sandals—- Liberal commission GARDNER 
SMITH, MFR., 3647 Ohio, St. Louis 18, Mo 


S Dole Mak $50.00 Weekly selling ou 
“ Do Ilt- Yourself Sign Making Kit Your « 
ippreciate this service W rite 
Kit and order blanks furnished 
PRUCHEY SERVICE CO 


Ohi 


YOU TRAVEL NEW JERSEY and Want 
le Line, we have a Terrific Selectior 
Mer men ind Children’s A to Z Comfort 
ers for the Retail Trade Address: LANHI 
RROTITER COMPANY 711 Atlanti Ave 
Boston 11, Ma 





HELP WANTED 
WANTED: | iperienced, Reliable, ¢ 





MANAGER Shoe Store 
"lease tate reference experi 

ed. Rey to Box #48 Kh t 

Chestnut & Séth Streets Phi 


Woes MAN FOR MANAGER of 
stablished Wholesale House m 

with references 

GSW Rox #4 

Chestnut & Sétl 


100 


GAll MEN FOR GENERAL LIN} 

be lium, Popular Priced Field, include 

In Children’s Shoe but ne 

price ire extremely competitiv 

non-conflicting Line Must i 

Territories open Virginia, Georgia, Fblorid 

Michigan, Illinois, California, Texa Reply t 

ox 2485, Boot and Shoe Recorder, Chestnut 

& 56th Streets, Philadelphia 39, Pa 
-ALESMEN WANTED: Manufacturer of Na 

“ tionally Known Line of Men’s, Women’s and 

Children’s Slippers and Casuals, with In-Stoc 

Department, and selling Better Grade Sh an 

Department Stores, is revising S« ore aang ter 

torte to intensify coverage Openings tor 

ditional salesmen with non-conflicting side 

ire available in the following territoric (Tex 

Oklahoma) (Arkansas Lo jana 

Alabama, Wester ssee 

Florida 


Sh r —~ estnut & 


Sent FOR MEN'S BOYS AND 
. en S Ver Strong Line of Shoe 
r-Priced Vic 
permissible lerritorte oper ( 
Tennessee, Rock Mountain tate 
Iowa, Nebraska. Renly to B 44 
Shoe Recorder Chestnut & 6tl 
hiladelphia 39, Pa 


Experience required 





POSITIONS WANTED 


WANTED TO PURCHASE 





for 

¢ closeouts 

° surplus 

¢ discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 








WE PAY CASH 


for your 


SURPLUS STOCK 
DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 
31 Mo. 4th St. 
BARSH & CO. ‘Pils, 6, ra. 
Write or PHONE - MA 7-1666 








MORRIS BAYROFF 
sormenty with M & R Shoe Ce. 
S NOW LOCATED AT 
157 DUANE ST., WM.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases 


Assumed 








MA4* AGER +2, WITH SUCCESSFU! 
BUYING MERCHANDISING BACK 
GROUND present! yperating Shoe Depart 
i n fine New York Met tore ‘ 

nt affiliation with compar 
ing $125,000 to $200,000 Will + 
to Box 476, Boot and Shoe Recorde 
& 56th Streets, Philadelphia 39, Pa 








BUSINESS OPPORTUNITY 


MY HOBBY 
Buyiag, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 


HARRY HESS 


76 Reade Street New York 7, NM. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 








Heo RAS, CENTRAI AMERICA Ver 
erious firm in Honduras, Central Ameri 
to get in contact with | S. A. Ma 
turer Interest n Representations, Distril 
tions and Importatior Please write CAR 
LOS IZAGUIRRE M,, San Pedr i, Tor 

ra { 4 








LINE WANTED 


WANTS 





*APABLI SALESMAN 
Men's Iligh Styled Sh 
itheastern area the 

. Recorder Chestnut 
lia 39, Pa 


CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, W. Y. 
Telephone WOrth 2-2515 














FOR LEASE 


DEPARTMENT TO LEASE, 
SHOES—Large Southern Cit Beautifu 
Department in Leading Men's Sho« 

consider nly rated, experienced 

tures available Reply to Box 348 

Shoe Recorder, Chestnut & 6th Street 


elphia Pa 





Wr WANT ONE DOLLAR PAIR Womer 
d Child s Flat r Sandal PET} 
W ALKER, BOX 18 Gastonia, N, ¢ 

SHO! SHELVING Double R 
“also Clothing Fixture Shoe Displa . 
tures. Cha et BO 17, CHAMPAIGN 
ILL 





LADIES 


Buy Savings Bonds 








Boot and Shoe Recorder 











WANTED TO PURCHASE 


WANTED TO PURCHASE 





WANTED TO PURCHASE 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 


LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














HEMPSTEAD SHOE CoO., 
Mex L. Meltzer, Pres. 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y 





ivanhoe 1-9830 


Wee 


£0008 0008 teteeers 6 Biwe 


7 TT EEL) 


FOR CASH 


V Quality Shoes Vv il Stores 
/ CLOSEOUTS OR SURPLUS 
from Mfr. or Retaller 
Any Quantify ... Any Time! 


For Quick Action, 
Write, Wire or Phones 


CE 1-4898 CE 1-3762 
QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL” 


™ 





MERCHANTS’ NEEDS 














SAM CAMITTA & SONS 


YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St., New York 13, N. Y¥. 





COrtiandt 7-6378-9 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks © Closeouts @ Complete Stocks © Your Name and Brar 


id Protected 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 

132 No. 4th Sf. 
Phone: LO 3-9533 


Phila. 6, Pa. 











WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, N. Y 
WORTH 2.63586 











For 
Your 
SPRING STOCK 
CLEANING 
CALL 


OR WRITE 
Half a Century 


of Satisfactory 
Service 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y 


WO 2.5063 
formerly with S. CAMITTA & SONS 











CASH 
T0P PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fas ne- 
tion quality men’s, 


women's and children’s shoes. 


ne —Joolwear FOR OVER 40 YEARS 


MOSINGER-COHN 


1235 Washington $? lovis 3. Mo 


BARIS BUYS for CASH® 


Quick decision on your offers of discontinued ood 


THE MATION'S FingsT 
CANCELLATION SHOES 


April |, 1956 


surplus men's, women's and children's shoes. 
Also complete stores considered 


Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. + New York 7, WY. 





tals AND Yiloas 


OW YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news 
paper advertising 


. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 











» Tel: WOrth 251800 
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AMERICAN SHOEMAKING 
683 ATLANTIC AVENUE 
BOSTON 11, MASS. 


Tel. Liberty 2-0190-0520 








KEEP ABREAST OF YOUR 
MANUFACTURER'S ADVERTISING 


and Merchandising Plans 


. . . And in EVERY Issue of 
BOOT AND SHOE RECORDER 


WATCH FOR IT! 
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MEN’S SHO}! 
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S-T-R-E-T-C-H SOCKS 


Style 
1 


Child's 
Gr. Girls’ 
Boys‘ 6-B'/2 
Boys’ 
Men's 
Assorted colors & Patterns * Individually 
packaged in transparent Poly bags. Attrac- 
tive display stand FREE with an initial order 
of 12 dozen or more. 


27-22 30th Ave 


100% Helanca NYLON YARN 
HERE'S OUR DEALI 
Sizes Cost 
nts* 3-5/2 $3. 
6-812 
9-11 


Retoill 
49% Pr. 
59 Pr. 
5% 

5% 

5% 

7% 


9-11 
16-13 


BERKO SALES COMPANY 
Long Island City, N. Y. 
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Style Line Increases 
Budget Department 


[CONTINED FROM PAGE 49] 


was not com- 
pletely developed—either in style rep- 
resentation or size range. As part of 
the program of style expansion, the 
American Girl Shoe Co, shoes were 
added to fill the need. Mr. Grey con- 
centrated on buying shoes in-stock so 
that the department would be assured 
of securing all shoes they were 
needed. On the initial buy each sea- 
son, he now makes a complete cover- 
age of various styles including pumps, 
straps, casuals, and others. He points 
out that with a good re-order system 
to back it up, such an initial buy need 
not be too heavy. Thus it is possible 
to cover all requirements and then de- 
termine very quickly the better selling 
styles, so that they can be ordered and 
on the shelves. Having every 
best selling style in stock in needed 
sizes at all times, is both insurance and 
assurance that business will not be lost. 
If a customer can be satisfied as to the 
style she likes and fitted properly at 
the same time, the sale is secure, and 
so is repeat business, he points out. 

This year’s initial buy, however, was 
much heavier than last year. This was 
due to the fact that style business has 
increased sharply and because style 
was originally underplayed. The en- 
tire department showed a good increase 
in sales and nearly all of it was in style 
shoes, 

At the same time that the style busi- 
ness was developed, the department did 
not lose any of its former business on 
the more conservative shoes. This was 
developed, the needs of these custom- 
ers known, and it has been sustained 
by supplying them in the same manner 
as before. These same customers, how- 
ever, have also become style customers 
and have bought the new additions. At 
the same time new customers have been 
attracted to the department. These 
have chiefly been younger women, the 
younger matrons and mothers, and the 
career girls. Added potentials lie in 
serving the teen-age group, and flats 


but the style picture 


as 


store’s 


and special styles to appeal to them are 
also being added. 

The chief factor in building the style 
business, Mr. Grey points out, has been 
a dependable re-order system. Careful 
records are kept each day, and styles 
are re-ordered weekly. Mr. Grey and 
his assistant look after this themselves 
to make certain it is kept up to date. 
He has found that most of the busi- 
ness has centered around ten styles of 
pumps, five styles of straps, and the 
rest in fringe styles. 

Although this is a budget depart 
ment, as compared with other sections 
of the store, the entire approach in 
advertising and promotion is from the 
standpoint of style and quality. The 
best selling styles are selected for ad- 
vertising and programs are set up on a 
three-month basis with a_ different 
dominant theme selected for each pe 
riod. A different style, pump or strap 
or other type, is used each time. Colors 
are also presented. This season it 
started with patent, then went into 
blue, then beige. 

Display is also an important factor 
in this program. One entire wall of the 
department is used to show as many 
different styles as possible and Ameri- 
can Girl shoes have been given a domi- 
nant place in this area. Through the 
use of a simple pegboard background, 
as many different styles as possible are 
shown. These include pumps, straps, 
and sandals and a selection of colors. 
A shadow box arrangement shows se 
lected styles in an artistic arrangement 
with a matching handbag, to further 
carry out the fashion theme. Smaller 
displays showing very dressy type 
shoes are also located throughout the 
department. These are used to spot 
light the higher styles such as very 
open vinyls, novelty heels, and high 
colors. 

Mr. Grey states, “A style promotion 
is a clean operation; price promotions 
are not always profitable. We still have 
price promotions occasionally but not 
too extensively. We know that we 
underplayed style when we had it as 
a potential. We will continue more in- 
terested in style than in price. We will 
use price for promotions only when it 
doesn’t affect the price picture.” 
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Crompton When the break-even point gets higher you must do 
wD more business. This means additional capital to fin- 
Solves ance more volume. Where will it come from? Borrow? 

j Take in a partner? Sell stock? 

st 


Why not investigate Crompton Factoring? Immed- 
' Yilemma iate and continuous cash for your receivables ma- 
terially increases the productivity of your capital 
by keeping it on the move... by cutting down the 
lag between billing and payment to a day or two. 


Incidentally, when you’re Factored by Crompton 
CROMPTON |} you are still the boss of your business; we assume 
4 RICHMOND | 3 all credit risks; and we relieve you of the cost and 


i chores of collection. 
COMPANY) 


INCORPORATED 












FACTORS \i The Human Faclor 


ee 


CROMPTON-RICHMOND CO., INC. 


1071 Avenue of the Americas, New York 18, N. ¥ 


Crompton- Richmond -Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 
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her shoes 


Style is basic. Style sells shoes. 


That’s why shoe manufacturers put so much time, 

money and effort into styling. 

To keep styles “in style” longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vita-Tempered for extra strength 

and freedom from distortion. They fit like the master models. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


VITA-TEMPERED STEEL SHANKS 
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Fall 
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SCENE . X”. 


It’s the patent u ith 
the textured look 
another ‘first’ 
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Right Combinat 
for a BETTER 
Boys Shoe Busi 





YOUTHS 12-3 
BOYS 1-6 
BIG BOYS 6-11 


Size 
Runs 


IN-STOCK FOR 
GERBERICH DEALERS 


Youngsters today are just as much aware of their 
appearance as their dads are ... and most of them 
are more shoe conscious too! No longer are they 
content with a style choice between a wing tip and 
a moccasin. They want shoes that are styled just 
for them and for their age group! 


from 


Gerberich- 


... the Finest Name 


Payne in Boys Shoes eas 


NEW YORK, Marbridge Building, R 
SHOE COMPANY LOS ANGELES, Alexandria Hotel, R 
PHILADELPHIA, !2 S. I2th St, R 


MOUNT JOY PENNSYLVANIA 


IN CANADA: J 





